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Rough Proofs 


Workers were stripped of their 
clothing in the Memphis strike of 
the Ladies International Garment 
Workers’ Union. Under stress, even 
a lady may at times forget herself. 


7 FF 9 


Gypsy Rose Lee could tell those 
garment workers a few things, in- 
cluding the inadvisability of strip- 
ping in public without proper spon- 
sorship. 

, FF F 


In spite of New York’s keen appre- 
ciation of the strip tease, an artiste 
in the big town was recently jailed. 
But don’t be alarmed—her offense 
was connected with an alleged nar- 
cotics racket. 


,; = 


Cellophane has suffered the fate of 
other big merchandising successes— 
capital punishment. The product is 
seen everywhere nowadays garbed in 
modest lower case. 


vv¥seey 


Cost of living, the _ statistical 
sharks report, has advanced 21.6 per 
cent since the bottom of the depres- 
sion. But most survivors agree that 
it’s worth more to be alive in 1937. 


7 9 


Lev MecGivena says that advertis- 
ing is a business of continual minor 
crises. But to the victims they are 
all of major caliber. 


7, F F 


Since H. Ford admits that he’s a 
comic strip fan, one way for the CIO 
to get him under control would be to 
buy the copyright on Little Orphan 
Annie. 


7 fF FY 


E. St. Elmo Lewis offers advice on 
how to make a speech. But a long- 
suffering public would appreciate 
even more some well-aimed advice 
on how not to make one. 


* WT F 


Garrulity is now our national vice. 
The desire to talk in public, prefer- 
ably via the radio, is making this a 
land of puny thoughts incredibly 
magnified. 

* 9 


The Dutch girl in Good Luck mar- 
garine ads is the spittin’ image of 
Old Dutch Cleanser’s famous house- 
Wite. Maybe the latter forgot to 
intorm her public of an important 
blessed event. 

vvweegy 
With Easter and bock beer arriv- 
at practically the same moment, 
umers were able to take care of 
exterior and_ interior 

‘ ideal conditions. 


needs 


. 2 


ister advertisers once more real- 
that in life is on the 
of the gods and the United 
tes Weather Bureau. 


success 
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Hot Springs, White Sulphur and 
' resorts will be the scene of im- 

tant advertising events next 
h. Conventioneers hope to make 
lurses in par. 


Copy CURB. 


CIRCUIT COURT 
REVERSES SELF; 
GROUP RATE 0. K. 


Intent of Combination Held 
Prime Factor 


Chicago, March 24.—Holding that 
combination advertising rates, in 
this instance, at least, demonstrated 
efficiency rather than a desire to 
form a monopoly, the United States 
Circuit Court of Appeals yesterday re- 
versed a decision of the United States 
District Court at Indianapolis in 
favor of the Indiana Farmer’s Guide 
against the Midwest Farm Unit and 
its five members. An appeal is prob- 
able. 

It was the fifth decision in the 
case, the United States Circuit Court 
also reversing its own reasoning as 
outlined in a judgment which 
assessed $37,000 damages against the 
Midwest Farm Unit and its members. 
It acted at that time, December 7, 
on a misinterpretation of comment 
of the Supreme Court of the United 
States, according to the latter. 

Defendants in the case were, be- 
sides the sales organization, Prairie 
Farmer Publishing Co., Chicago; 
Wallace Publishing Co., Des Moines; 
Wisconsin Farmer Publishing Co., 
Madison; McKelvie Publishing Co., 
Lincoln, Neb., and Webb Publishing 
Co., St. Paul. 


Court Recites Facts 


The facts in the case were undis- 
puted. The cost of a full page adver- 
tisement in all papers represented 
by Midwest Farm Unit was $4,870, 
while the same advertisement in all 
but the Indiana edition of Prairie 
Farmer cost $5,167.20, the court 
found. 

The result of the combination rate 
was that Midwest papers, which car- 
ried only 54 per cent of the display 
advertising of all state farm papers 
in the territory in 1928 had increased 
the percentage to 84 in 1932. 

Thus, according to Indiana Farm- 
er’s Guide, the combination rate was 
simply a device to restrain and 
break down competition. 

Its auditor testified that but for 
inroads made by Midwest Farm Unit 
through the group rate, receipts from 
1928 to 1932 would have been $146,405 
more than they actually were. 


Against this contention, Midwest 
Farm Unit and its members argued 


that the combination rate was ini- 
tiated to improve methods of solicit- 
ing and obtaining advertising and 
working out more efficient methods 
of competition, particularly against 


(Continued on Page 6) 
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Views from the Outside 


GOVERNMENT EYES TIME SALES 


KALAMAZOO STOVE CHECKS PRODUCT POINTS 


fhe enamel on your Kalama 
zoo Range is DOUBLE COAT 
The first coat is baked right 
into the iron at the tremen- 
dows temperature of 1200 , Fah- 
renhelt the second coat melt- 
ed right into the first coat at 
1 Fahrenheit 


In Kalamazou's own enamel- 


Se 


In consumer copy, Kalamazoo Stove Company employs this type of graphic, 


point-by-point check of its product's 


features with unnamed competitors. 


Kalamazoo Retail Volume 


at Peak; M O. Preferred 


Kalamazoo, Mich., March 25.— 
Sensational 1936 earnings revealed 
today by the annual report of Kala- 
mazoo Stove Company directed at- 
tention to the success attending its 
metamorphosis from an_ exclusive 
direct mail house to one operating 
through salesmen as well. 

The company’s five-year earnings 
record: 1932, deficit, $40,920; 1933, 
$210,412; 1934, $438,126; 1935, $785,- 
347; 19386, $1,077,830. Volume in 
1936 exceeded $7,500,000. 

The close of 1936, most success- 
ful in the 37-year history of the 
company, found it with 155 stores 
in operation in New York, Pennsyl- 
vania, Massachusetts, Connecticut, 
Ohio, Indiana, Michigan and Wis- 
consin. While technicalities of in- 
stalling furnaces caused the com- 
pany to enter the retail field, it still 
sets great store on mail order busi- 
ness, in spite of this statement by 
President A. L. Blakeslee: 

“Our plans contemplate opening 
additional stores in these states to 


(Continued on Page 8) 


Chrysler Lays 
Plans to Reopen 
Spring Program 


Detroit, March 26.—With §strik- 
ers releasing the nine Chrysler 
plants which they held captive from 
March 9 to 25 in defiance of a court 
order, executives of the Chrysler 
Corporation today were studying pro- 
duction and advertising possibilities 
in an effort to determine when both 
could begin to function normally. 

Tentative plans are being based on 
the theory that restoration of the 
plants will be followed by a speedy 
agreement on wages and working 
conditions which will mean early 
activity on the assembly line. Dealer 
stocks have been reduced to such a 
low ebb that there are markets in 
which cars either are not available 
now or shortly will not be. Hence 
replenishment will be the first ob- 

(Continued on Page 41) 


Last Minute News Flashes 


Advertisers Pay $573,000 to Dionne Quints 


Toronto, March 


26.—Advertisers 


have contributed $573,765 to the 


Dionne quintuplets thus far, the Ontario government announced today. 
Included in this sum was $58,097 from Brown and Bigelow, calendar manu- 


facturers and $45,000 from Corn Pro 


ducts Refining Company, sirup. 


Under Glass Growers to Fight Reciprocal Trade Pacts 


Terre Haute, Ind., March 26. 
increased importance in all-year proc 
here early next month to form 
Vegetable Growers, Keith Owens, te 
Organization activity, he said, will 


the 


Under glass growers, rapidly assuming 


luction of fresh foodstuff, will gather 
National Association of Hothouse 
mporary president, announced today. 
include active defense against “in- 


roads” of the reciprocal trade agreement with Cuba. 


Fearn Heads Thermos Sales; Plan Expanded Campaign 


Indianapolis, March 26. 
business paper campaign for Therm 


Plans for an extensive national magazine and 


os vacuum products were announced 


here today with the appointment of Irving K. Fearn as vice-president and 


general sales manager of the Ame 
Conn. Sidener, Van Riper & Keeling, 
charge. 


rican Thermos Bottle Co., Norwich, 
Inc., Indianapolis, is the agency in 


Leaves Sparks-Withington to Form Agency 


Jackson, Mich., March 26.—Guy 
manager of Sparks-Withington Co., 


Voice of the Advertiser 


advertising agency in Jackson. 


C. Gore has resigned as advertising 
radio manufacturers, to establish an 


It is reported that the new agency will 


handle the Sparks-Withington account. 


INSTALMENT IDEA 
IS VINDICATED 
BY DEPRESSION 


Finance Expert Says Ratio Is 
Important Factor 


Chicago, March 26.—A _ dispatch 
from Washington suggesting that 
the government is worried over the 
growth of instalment sales evoked 
a spirited defense of that form of 
merchandising today from Milan V. 
Ayres, secretary of the National As- 
sociation of Sales Finance Compa- 
nies, whose members are engaged 
chiefly in automobile financing. 

“Many things may be said for in- 
stalment selling,” commented Mr. 
Ayres, “but the most significant is a 
matter of history. Finance compa- 
nies are heavy borrowers of banks 
and if finance companies failed, 
they would carry banks along with 
them to oblivion. 

“During the depression banks 
failed by the score, but there are 
only one or two isolated instances 
of finance companies goihe to the 
wally ‘The-vause “of these few cases 
was glaring mismanagement.” 


Committee Is Appointed 


The Washington dispatch said 
that the marketing research division 
of the Department of Commerce, at 
the suggestion of Secretary Roper, 
has appointed a committee to con- 
sider the whole question of instal- 
ment sales. T. Austin Finch, of 
Thomasville, N. C., is chairman. 

Mr. Ayres pointed out that statis- 
tics on instalment volume are in- 
adequate, and that it would have 
been simple for the government to 
have added much to knowledge on 
the subject when it was taking its 
recent census of retail business. 
While it gathered some figures dur- 
ing a similar undertaking in 1929, 
the question was ignored on the 
forms used more recently. The 1929 
census indicated that about 13 per 
cent of retail business is conducted 
on an instalment basis. 


Ratio As Index 


Such statistics, while helpful, are 
not essential, however. The signifi- 
cant factor, Mr. Ayres believes, is 
the ratio between cash, open and in- 
stalment volume. This ratio is well 
known to finance houses and others 
and there has been no recent indi- 
cation that it is changing, despite 
the fact that total amount of financ- 
ing has increased sharply as a re- 
sult of business improvement. 

Individual finance companies also 
have another direct check in their 
monthly loss figures on liquidations. 
These statistics have given no in- 
timation that consumers are over- 
extending. 


Seek Financing Extent 


Members of the National Associa- 
tion of Finance Companies, in com- 
mon with others in the field, make 
efforts to learn if buvers whose pa- 
per they are financing have any 
other obligations, and if so, to what 
extent. This question frequently 
elicits untruthful answers, Mr. 
Ayres believes, though members 
have another source of information 
in their local credit bureaus. 
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Copeland Bill 


McGRAW URGES 


APPLES ANGLE FOR LEGISLATIVE SUPPORT 


Is Shelved for 
Lea Substitute 


Cf Le 
aes 


4 
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MORE EFFICIENCY 


zt | Ase SETTER FLAVOR | 
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MICHIGAN 


om Tu it - 


APPLES 


Washington, D. C., March 24 De 10 ‘HOLD’ PRICES 
termination of Representative Lea to 
vest supervision of food, drug and | ee 
cosmetic advertising in the Federal | ¥ 
Trade Commission rather than in the | Better Sales and Production 
Department Agriculture has r 
sulted in a new food and drug bill Methods Are Answer 
and apparently dealt a death blow to| N) 
Senator Copeland’s S. 5, which en-| ee 
trusted the Food and Drug Admin-| . 
istration with this responsibility. (Picture on page a) 
This maneuvering has brought the Chicago, March 23.—The necessity 


Applying sales promotion principles to politics, State Senator Earl L. Burhans 

(left), Helen Martin, house committee clerk, and Roscoe Martin, Michigan Apple 

Institute manager, staged this point-of-sale display before the legislature at 
Michigan Apple sales activities. 


Chapman bill (H. R. 300) into the| fr resisting the trend toward rising 

foreground, but many close observers prices through more efficient produc- 

have reached the conclusion that this|tion and sales methods creates an 

session of Congress will be fruitless|ideal opportunity for industrial ad- 

as far as any new legislation of this|Vvertisers, James H. McGraw, Jr.,| presentations will be made by Mc-| going to do about it. 
kind is concerned. chairman of the board of the Mc-|Graw-Hill in other cities. 


Graw-Hill Publishing Company, yes- 
terday told a large group of adver- 
tising and sales managers of com- 
panies selling to industry. 

These executives, who were the 
guests of McGraw-Hiil at the Chicago 
Athletic Club, at a business session 
and dinner devoted to a mass pres- 
entation of business paper advertis- 
ing values, included representatives 
of many of the leading industrial 


The new bill, H. R. 5854, gives the 
Federal Trade Commission powers 
which have never yet been bestowed 
on any organization, Federal or other- 
wise. The F. T. C. would have au- 
thority not merely to move against 
an advertiser as the result of copy 
already in print or on the air, but 
advertising “about to issue” it be- 
lieves likely to induce use of injuri- 
ous products. 


“Commodity 
many fields. 


prices are soaring 


of labor. Taxes represent 


earnings. So we are 


just ahead. 
“Foresighted 


of 


leaders 


“Costs are now beginning to catch 
up with volume,” said Mr. McGraw. 


I do not need to remind 
you of what is happening in the field 
another 
item that may play havoc with 1937 
in for marked 
increases in costs during the period 


industry 


in 


Let your imagination take you for a stroll following buyers 
down any lowa city Main Street. 


Every other person you meet will be a reader of The Des 
Moines Sunday Register. It’s better than an even bet that you 
will find The Des Moines Sunday Register being read in any 
home in any lowa town on a Sunday morning. Visit the shops. 
every other customer is a reader of this one newspaper. 


The fact is that— 
Half the merchandise on Iowa store shelves bears an invisible 


tag—'‘To be bought by a reader of The Des Moines Sunday 


Register” ... a fact constantly recognized by retailers all over 
the state. 


/} 


This one newspaper has ample advertising power to sell to 
all lowa inexpensively. With more than 300,000 circulation, it 
is read by half of Iowa's families ... converts a whole state into 
a single “sales city” at lowest milline rates in lowa. 


Hard-hitting, adequate advertising schedules in the big Des 


Moines Sunday Register capture the whole lowa market at costs 
which make every sale full of real profit. 


OWL 


oines Register and Tribune | 


The De 


l 
advertisers in this area. Similar|are asking themselves what they are 


First and fore- 
most, we must have a product that 
is up to the minute and well adapted 
to the needs of today’s market.” 

The three alternatives with which 
manufacturers are faced, Mr. Mce- 
Graw continued, are to raise prices to 
meet increases in costs, operate more 
efficiently so as to absorb all or part 
of them, or reduce costs by increas- 
ing sales volume. The latter two 
methods, rather than the first, pro- 
vide the sounder point of attack, he 
asserted. 

“It must be obvious to us all that 
industrial selling and advertising are 
destined to play an important part 
in dealing with the cost-reduction 
problem,” said Mr. McGraw. “If 
your prospects must cut their costs 
by more efficient production methods 
and equipment, or if they are going 
to improve the quality of their prod- 
ucts by using more suitable mate 
rials, you who produce that equip- 
ment and those materials have an 
educational job of no mean propor- 
tions.” 


Measuring Results 


Various aspects of business paper 
advertising were charted by McGraw- 
Hill representatives. Ray Deen, 
American Machinist, discussed adver- 
tising as a factor in low-cost manu- 
facture of orders. 

Eugene Smith, Food Industries, 
specified twelve different results from 
business paper advertising as an 
answer to the “Show me” demands 
of management. 

Leslie Cunningham, Chemical 
Metallurgical Engineering, reported 
a number of successful methods of 
demonstrating advertising results 
through recognition tests, sales re 
sults, ete. 

A Hauptli, Electrical World, dis- 
cussed the importance of analyzing 
competition in making advertising 
and sales promotion most effective, 
and James O. Peck, assistant West- 
ern general manager, emphasized the 
function of industrial advertising as 
primarily educational. 

G. D. Crain, Jr., publisher of Ap 
VERTISING AGE, discussed business 
papers as advertising media from the 
standpoint of the preparation of the 
sales field supplied by constructive 
editorial material in industrial pub- 
lications. 

Clark Boughton, Power, presented 
a burlesque of advertising sales meth- 
ods which employed charts similar in 
design if not in character to those 
used in the sales presentations. 

The meeting was presided over by 
J. M. Rodger, vice-president and 
Western manager of McGraw-Hill, 
who introduced the speakers. W. D. 
Murphy, Sloan Valve Company, who 
is president of the Engineering Ad- 
vertisers’ Association, responded on 
behalf of the advertisers. 


FAA DIRECTOR 
ISSUES 10 NEW 
COMMANDMENTS 


Washington, D. C., March 
While insisting that a clean-up is due 
in liquor advertising, W. S. Alexan- 
der, administrator of the Federal Al- 
cohol Administration, told ADVERTIS- 
inc AGE this week that the largest 
distillers, who have expert talent at 
their disposal, have caused least em- 
barrassment to the FAA. 

Following a meeting of the indus- 
try last week, at which Mr. Alexan- 
der issued an official warning, he has 
drawn up a set of ten commandments 
to guide copywriters. They represent 
the infractions which have been most 
numerous, as follows: 


25.— 


Raps Controversial Claims 


1. Copy which creates the impres- 
sion that consumption of the adver- 
tised product will be beneficial. State- 
ments regarded as objectionable by 
the FAA are, “A clean, wholesome 
whisky,” “A digestive hint—a light 
Scotch,” “Easier digestability,” “You 
will find five aids to appetite in —— 
gin,’ “The whisky that whets the ap- 
petite,” and “Relax with a mild whis- 
ky.” The claim that distilled spir- 
its aid digestion is a controversial 
subject, according to the FAA. 

2. Advertisements which imply 
that alcoholic beverages taken in 
moderation produce certain benefits. 
Examples: “Sleep normally after 
drinking whisky,” “——— 
whisky is a pick-me-up that won’t let 
you down,” “A lighter whisky for a 
brighter tomorrow.” 

3. Those which imply that if the 
advertised product is consumed in al- 
most any quantity, no injurious ef- 
fects will follow. Copy which violates 
this commandment include “Rise 
early, not surly, in the morning,” 
“For your well-being tomorrow treat 
yourself tonight to whisky that is all 
whisky.” The emphasis was particu- 
larly criticised by the FAA. 

4. Those which imply that dis- 
tilled spirits are fierce and vicious 
and must be tamed and controlled, 
such as “Born to be mild, not wild.” 

5. True statements which create 
false impressions, such as “Sensa- 
tional six and a half year old whisky 
now in American’s favorite. 

6. Advertisements containing 
statements of fact not susceptible of 
proof, such as “America’s fastest sell- 
ing blend,” “Produced by the oldest 
family of distillers in America,” and 
“Largest selling whisky in Pennsyl- 
vania,” 

7. Advertisements carrying a Sun- 
day date line. This is a matter of 
policy rather than of regulation. The 
industry itself has frowned on Sun- 
day advertising and the FAA is at- 
tempting to secure co-operation of all 
members. 


Nudes Are Barred 


8. Advertisements containing il- 
lustrations of women. The FAA has 
not demanded elimination of such 
art, but the Distilled Spirits Institute 
has condemned the practice and the 


FAA is sympathetic. Copy contain: [ 


ing nudes is taboo. 

9. Copy disparaging products of | 
competitors. 
the copy described in Rule 3. 

10. Equivocal statements subject | 
to two reasonable interpretations, one 
of which is objectionable, such a8 
“You can get a better job,” and “Keep 
keen.” 


AFTER 


lef 


be prepared for us by important 
advancement. 


Naturally, this will build reader enthusiasm that will last for months. 


14" FORWARD 


Now that BAKERS’ HELPER has almost completed 50 years’ service to bakers, it is time 
to pause and see just what has been accomplished during those 50 years. 

To mark this pause, an issue of BAKERS’ 
advancement of the Baking Industry during this half century. 
every event, every accomplishment will be recorded. 
men in the industry who have influenced industry 


IT’S TIME FOR 
A PAUSE 


HELPER will be devoted to recording the 
Every important change, 


This is a tie-up with | 


Much of the editorial material will 


Your advertising 


in this issue, telling your story of progress, will take full advantage of reader interest 


and long life. 


May we send you the illustrated brochure 
describing this important, April 17th, issue? 


330 S. WELLS ST. CHICAGO 
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Wisbe. 
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ve LITTLE JACK HORNER 
ne SAT IN THE CORNER 


we | KATING HIS CHRISTMAS PIE 


Sensa- 
rhisky 


cae He stuck in his thumb and pulled out 


sell: 13,683 inquiries from a single 15-minute 


oldest 


— broadcast ... total cost for time and hill-billy 
a Sun- talent — o $185.00. 


ter of 
1. The 


: sun. Mr. Horner knows how to use spot radio. 


is at- 


of all He chose the right market, the right radio 
station and the right time of day for his broad- 


ing il- 

oo cast. 

nd th Any advertiser who utilizes the possibili- 
sin ties of spot radio to their best advantage can 
eo pull out plums in rapid succession from these 
ich. a rich markets. 

_ This list of key stations represents a pie 
4 into which thumbs are diving daily, and 
. FOR 


A from which rich plums are daily drawn. | Represented throughout the United States by 
ne om | EDWARD PETRY & ¢ 


rding the 
t change, 
erial will 
industry 
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4 caniatitons 
Named for 4A’s 
20th Conclave 


New York, March 24 Four com 
mittees were appointed today to of 
ficiate at the 20th anniversary con- 
vention of the American Associa 
tion of Advertising Agencies to be | 
held at The Greenbrier, White Sul 
phur Springs, W. Va., April 29, 30 
and May 1. They are as follows: 

Convention Program G Lynn 


Sumner, The G. Lynn Sumner 

Inc.. New York, chairman; Mark 
O’Dea, O’Dea, Sheldon & Co., New 
York, vice-chairman; J. P. Cunning- 


ham, Newell-Emmett Co., New York; 


H. M. Dancer, Henri, Hurst & Mc- 
Donald, Chicago; W. C. D'Arcy, 
D’Arcy Advertising Co., St. Louis; 
William L. Day, J. Walter Thomp- 
son Co., New York; Dana H. Jones, 
Dana Jones Co., Los Angeles; Ed- | 
gar Kobak, Lord & Thomas, New 
York; H. H. Kynett, The Aitkin-Ky- 
nett Co., Philadelphia; H. B. Le- 
Quatte, H. B. LeQuatte, Inc., New 
York Edward J. Owens, Arthur 
Kudner, Inc., New York; Wm. B. 


. 


a F INFLUENCE 


“Truthfully portrays our 
wonderful progress,.”— 
George S. Greathouse, Elko, 
Nevada. President Chamber 
of Commerce. 


Co.., | 


and Guy 
Smith & French, 


Springfield, Mass.; 
Smith, Brooke, 
Inec., Detroit. 


Sports—Quincy G. Ryan, Ruth- 
rauff & Ryan, Inc., New York, chair- 
man. 

| Dinner Entertainment—Edward J. 
Owens, Arthur Kudner, Inc., |New 


| York, chairman. 
Entertainment for 
C. Smith, Detroit. 


Ladies—Mrs. 
| Guy 


Ganas Forms Agency 
Spiros N. Ganas has organized 
General Advertising Service, Hart- 


'Conn., at 428 Ann st. 


“This jis sure] 

complete and emai 
number of this kind iene 
printed.” — Mark pve tend 
Provo, Utah. Mayor. sini 


Excerpts from a few of the hun- 
dreds of letters received following 
the publication of the 1937 Progress 
Edition of The Salt Lake Tribune. 


vee 


“wear 
We fee] that our interests 
are common jn this great 
Intermountain Empire ” 
J. Pp. Helman, Grand ars 


: June- 
tion, Colorado, attorn 


ey. 


IR all parts of the vast intermountain region, people 


regard the Salt Lake 
It takes 
policies, and with the 


influence. 


a newspaper with 


Tribune-Telegram as a constructive 
broad editorial 
will and the means to render excep- 


tional service, to achieve a circulation greater than any 


other six newspapers combined, in its area. 


record of the Tribune-'Telegram. 


To aler 


That is the 


t advertisers 


it is the primary medium in this rich and responsive 


market. 


ONE 


“BIG CITY'S 
. MARKET 
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The Salt Lake Tribune 


MORNING AND SUNDAY 


National Representatives: 


REYNOLDS - FITZGERALD, 
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Salt Lake Telegram 


EVENING ONLY 


Color Representatives 


ASSOCIATED WEEKLY 
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Remington, Wm. B. Remington, Inc., 
C. 


BOWLING GROWS 
TO $300,000,000 
YEARLY BUSINESS 


Old Timers Tell How Bruns- 
wick Profited 


| New York, March 25.—The 37th re- 
| 
| 
} 


newal of the American Bowling Con- 
here last week invited atten- 
tion both to the consistent growth of 
organized bowling to an estimated 
$300,000,000 yearly business and to 
the conspicuous, even if unostenta- 
tious part played by Brunswick- 
Balke-Collender Company, Chicago. 

While this pioneer concern was 
one of the primary beneficiaries from 
organization of American Bowling 
Congress in 1895, it wisely refrained 
from indulging in any form of nep- 
otism during the preliminaries, tak- 
ing the viewpoint that bowlers them- 
selves should both organize and oper- 
ate the association. 

In view of the financial weakness 
of the infant organization, however, 
Brunswick-Balke-Collender agreed to 
donate the alleys and pins for the 
first Congress. Since rules of the or- 
ganization provide that the alleys 
must be new, and since it itself did 
not desire to invade a field already 
well filled, it accepted the good offices 
of Brunswick-Balke-Collender. 


£ress 


Stage for Tournament 


The latter has created an immense 
store of good will in assuming this 
obligation year after year. While the 
cost is considerable, it is by no means 
prohibitive, as the alleys and pins 
are readily saleable at a discount. 
The buyer takes over both as the 
A. B. C. leaves them, f. o. b. New 
York, 

Brunswick - Balke-Collender also 
have figured in organized bowling by 
organization of a “300 tournament,” 
held annually immediately after the 
A. B.C. tournament. Entries are con- 
fined to those who have rolled per- 
fect scores on. sanctioned alleys. 
Strange to relate, between 600 and 
700 bowlers have accomplished this 
feat of sustained skill. 

This year’s tournament of the A. 
B. C. will run until May 4, due both 
to the larger than average number of 
participants and the smaller number 
of alleys. The Congress is being held 
in the Coast Artillery Armory, where 
only 28 alleys could be set up. The 
number of official entrants approxi- 
mates 25,000. 
| While this is a near record, the 
|Middle West contingent boasts that 
130,000 will enter in 1938 in Chicago. 
| W. V. Thompson, who has been ac- 
tive in the game for 55 years and 
| who is now manager of the promo- 
| tion and organization department of 
| Brunswick-Balke-Collender Company, 
in charge of the company’s 300 
tourney. 


«Cc 


|is 


A $300,000,000 Market 


Mr. Thompson estimates the daily 
jreceipts from bowling in this coun- 
try at $960,000, or almost $300,000,000 
a year for an eight-months season. 
|The total investment in bowling al- 
llevs and miscellaneous equipment is 
| fixed at $400,000,000. There are about 
| 20,000 bowling alleys in the country, 
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|| GIBBONS KNOWS CANADA 


—s J. J. GIBBONS LIMITED - ADVERTISING AGENTS 


PROGRAM INTEREST 


— 
a 


Richard Marvin, J. Walter Thompson Co., 

Chicago, radio director, is caught by the 

candid cameraman in the WOW, Omaha, 

control room listening to the Omar Ba- 
keries program. 


many clubs, churches and fraternal 
organizations being in the field in ad- 
dition to the commercial operator. 

“Modernization has _ transformed 
the bowling alley from a place of 
doubtful repute into a recreation pal- 
ace which attracts husbands, wives 
and children,” commented Mr. 
Thompson. “More and more people 
are becoming interested in the game, 
not because it is more healthful than 
of yore, but because attractive sur- 
roundings and a refined atmosphere 
characterize it today.” 

Bowling had a long and slightly 
cdorous past to live down, probably 
because it started out as more or less 
of a gambling game. Only nine pins 
were used originally. As Elmer H. 
Baumgarten’s book on bowling as- 
serts, “the desire to throw or roll 
at an object is an innate human 
urge.” Mr. Baumgarten quotes one 
of the good Pilgrim fathers as say- 
ing: 

“This game of bowles has be 
witched me, I fear, for I played it to- 
day and for funds. Yes, I was for- 
tunate, for the bet was 10 pounds. 
Woe unto me!” 

Descendants of this early bowler 
are today shooting in New York for 
prizes aggregating two-thirds of all 
entry fees, making a tidy reward for 
the man who can average 250 or so. 


Students to Interview 


Experts on Trends 


A group of seniors from Grinnell 
College, Grinnell, Ia., will interview 
three Chicago advertising men March 
30 as part of a “four-day discovery 
project.” 

Those to be queried about trends in 
advertising will be Sterling E. Pea- 
cock, vice-president, N. W. Ayer & 
Son; Herbert E. Fisk, general man- 
ager, Outdoor Advertising Associa- 
tion of America, and Ralph L. Good- 
man, vice-president, Big Four Adver- 
tising Carriers. 


Gov. Martin Vetoes 
Little Copeland Bill 


Governor Clarence D. Martin of 
Washington has vetoed Senate Bill 
213, authorizing the State agriculture 
department to censor food, drug and 
cosmetic advertising and requiring 70 
per cent of natioral advertisers to 
re-label goods for Washington distri- 
bution. 


Form Business Builders 

Business Builders, Ine., Dallas, 
Tex., has been organized by Albert 
Meyers, William Field and Byron 
Sachs, as an advertising agency. 


“J ne 
REGINA 
CALGARY 
EDMONTON 
VANCOUVER 


A SELECT 


If You Need 
CIRCULATION 


Composed of all men—all able to buy— 
all of whom will see your advertising, asso- 
ciate it with the news they read of busi- 
ness, industry and finance, in 


Chicago Hournal of Commerce 


— AND LA SALLE STREET JOURNAL 
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DO EXECUTIVE BEARDS 


()* are they simply more impatient of second- 
day razor-dullness? Or more inquisitive 


about new shaving methods, whatever the cost? 

The most pampered beards in the U.S., at any 
rate, belong to the top-stratum, money-to-spend 
group of Americans that includes the major ex- 
ecutives, the leading engineers, the professional 
men of the land. 

And to that group also belong the skins that 
know the smooth feel of thirty-five cent soap 
and soft imported tweed—the palates which 
recognize subtle flavor in food and subtle bou- 
quet in wines—the hands which know when a 
golf club is sweet and true and when there is the 
flow of power under the wheel of an automobile. .. 

It is a sizable group, not a small one, in this 
rich industrial country of ours, and it is the group 
from which $10-a-year FORTUNE draws its readers. 

FORTUNE’s executive readership has been long 
established, widely sought by leading industrial 
advertisers. Boldly or diffidently they have tested 
thethesisthat nobusinessistoo’ different''to adver- 
tise in FORTUNE’s pages. And have found it good. 

But there are some consumer advertisers, mak- 
ing quality products, needing a quality market, 
who wonder how effective that same magazine 
would be for shoes or shirts or shaving equip- 
ment... for perfumes or Persian rugs or pianos. . . 

Speculation and theorizing are needless on this 
point. The second half of the brief italic line at 


the bottom of this page summarizes the checked 


50.4% of FORTUNE'S advertising is directed to readers as executives-in-offices . 


row faster? 


and re-checked findings of many of the most 
experienced consumer advertisers and media- 
buyers in the U.S. They are confident that 
FORTUNE is useful for reaching executives as 
people—exactly as the first half of the italic line 
is confident that FORTUNE is useful for reaching 
executives as executives. 

They believe in the simple alchemy of the five 
o'clock office curfew, when executives change 
into husbands, fathers, gardeners, golfers—people 
with garages to fill, radios to fool with, money 
to burn... 

And these advertisers feel pretty sure of get- 
ting through to these people in FORTUNE. For 
FORTUNE’s 130,000 subscribers and their more- 
than-a-million friends and relatives are vitally 
concerned with FORTUNE’s pages—and with 
FORTUNE’s advertising. (Eighty-nine percent own 
to thumbing through the advertising pages first.) 
That is one reason why FORTUNE carries more 
advertising than any other general monthly 
magazine. 

It costs surprisingly little to reach this advertis- 
ing-minded audience—this moneyed group that 
buys more of everything better, and sets the con- 
sumer styles for a continent. FORTUNE now 
particularly invites inquiries from consumer ad- 
vertisers, promises such inquiries immediate and 
thoughtful attention. You may decide that 
executive beards come no fuller—but what of 


executive purses or pantries? 


. . 49.6% to these same readers as peoples-in- houses. 


FORTUNE 


135 EAST 42ND STREET - NEW YORK 
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if a combination or merger is} 
Reverses Self; brought into existence for lawful | 


MODEL MAKEREADY 


Ci rcu i t Co u rt — to a ina combina- | PACKACE’S. ROLE 
. yurposes and as a resul ecreases 
Group Rate O. K. . ahaa no costs of ‘proaete,| IN BRAND FIGHT 


hereby reducing prices, and only | 


incidentally places a less favored | 
competitor in a position where he is} 
unnuble to compete in interstate com- 


ipers which they| merce, no offense results because of ee 
d as their chief competitors. the combination. —e » 26 - 
: , New York, March 24.—The prog- 
intent Is Significant ; “What Midwest sought was con: Ms pA ’ ese a a ol ee Rosemary, Inc., New York, promotes its 
ducive to reduction of cost and effi-|TeSS 0% Pack: ra ' latest table cloth patterns with this scene. 
The question is,” said the court! ciency of operation. Appellee was|ing force, its design and execution,| |. oy direct mail piece, "Tempting 
f decision, “whether group! not in position to meet that compe-| and its destined role in the new com-| Tables," featuring comment by editors of 
tion, otherwise wholly proper, be- | tition; but that is one of the fortunes | petition « reated by recent and im- women's magazines. 
comes, because of its effect on one|of development of industrial prac-| pending legislation, held the stage at | ——————— 
nember of the industry, a violation| tices and its existence should not|the Seventh Packaging Exposition | American Management Association. 
law—whether it amounts to an|stamp with the stigma of illegality | and Conferences, conducted here this An attendance of more than 10,000 


easonable restraint of trade or an| the act of appellant.” week under the auspices of the|was recorded at the four-day affair, 


——— Se ————— — 
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erest throughout U. S- 
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20 women read it: 
—_— 7 ) 
17 coupons clipped fro 
rn out! 
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*This COPY y one ee? York City 
Beauty Shop» 


Pity poor Jeeves... He's missed the point. alto- book—how’s that?) Every dog-eared page speaks elo- 


gether... The amazing. thrilling point that will make quently. Every fingermark tells a deep-rooted tale of a 
his boss literally jump for joy. young feminine market, 2,750,000* strong. What they 
We're proud of that battered. month-old copy of read. What they like. What they buy. 

True Confessions. Words. gestures and innumerable Naturally we can't tell all about this 30th Day Faw- 
market pies, could never get across so well the story cett Check-up in one advertisement. But it’s in print 
it and others of our monthly returned books convey: and ready for everybody interested. Yes, and even a 
Cover-to-cover interest, Features consumed almost like tattered and torn copy of an old Faweett magazine 
candy —else why the total elimination of two articles— just back from Oskaloosa. Kalamazoo or Wherenot. 
“Cooking Flashes from Hollywood” and “Pack of If you did not get your copy and the full story of this 
Ideas for Baby”? Scissors action in the coupon corners secondary circulation of Fawcett Women’s Group, you 
—1l7 empty spaces where betore there were advertisers’ certainly should have complete details. Write us or 
addenda. (Score: 17 out of 31 coupons in the entire ask your Fawcett representative. 


*Publishers 193 


FAWCETT PUBLICATIONS. Ine. 


The magazines with the human touch 


* kstimates, February, 


FAWCETT WOMENS GROUP: Screen Book...Sereen Play...Votion Picture-Movie 


Classic... Hollywood 
Movie Story Magazine...Romantic Stories... Prue Confessions 


FAWCETT DETECTIVE UNIT: Daring Detective... 


-Startling Detective Adventures + MODERN MECHANIX 


NEW YORK + CHICAGO + LOS ANGELES + SAN FRANCISCO + ATLANTA + Editorial Offices: NEW YORK + HOLLYWOOD + GREENWICH, CONN, 


in which 70 exhibitors participated 
by presenting the machinery, sup- 
plies and services essential to pack- 
aging, packing and shipping. 

In connection with the exhibition 
of all packages entered in the com- 
petition for the Irwin D. Wolf 
Awards for merit in distinctive pack- 
aging, Irwin D. Wolf, vice-president 
of the Kaufmann Department Stores, 
Pittsburgh, Pa., donor of the trophy, 
presented the first prize, a hammered 
silver urn, to Louis K. Liggett, 
president of the United Drug Co., 
for that concern’s Adrienne family 
of cosmetic packages, designed by 
Gustay Jensen. Alvin E. Dodd, 
president of the American Manage- 
ment Association, presided at the 
presentation luncheon. 

Packaging will play a dominant 
role in the new competition created 
by such legislation as the Robinson- 
Patman Act between nationally ad- 
vertised products and so-called pri- 
vate brands placed on the market by 
distributors, Mr. Wolf said. 

“Merchandising packaging has to 
a great extent been developed on a 
basis of competition among manu- 
facturers,” he went on to say. “In 
addition, retailers have frequently 
gone to manufacturers and inspired 
new and more attractive designs, pri- 
marily for their own use. Under this 
free competition, packaging has made 
progress. 

“Now, with new trends in legisla- 
tion tending toward price-fixing, the 
retailer may be rapidly forced into 
the position of the agent of the manu- 
facturer rather than being the pur- 
chasing agent of the consumer. But 
if the manufacturer expects to sta- 
bilize his prices and give the dealer 
an opportunity to operate on a fair 
price markup, he will no doubt have 
to package his product so that the 
consumer will have the confidence 
and courage to buy. 


Retailer Has New Problem 


“Herein will lie the opportunity for 
the self-selling package, which is one 
carrying a message to the public 
explaining the qualities and value of 
the product. The manufacturer of a 
standard advertised brand should be 
expected to do a better job of pack- 
aging, advertising and selling to 
place his product close to the con- 
sumer. 

“The retailer will also have to 
begin to develop his private brand 
and package it attractively, in order 
to have control over price and qual- 
ity. As purchasing agent for the 
consumer he must make every effort 
toward getting the same, if not bet- 
ter, quality in his private brand as 
that offered by national manufac- 
turers.” 


Pein) to Open 
Chicago Office 


Compton Advertising, Inc., New 
York, will open Chicago offices in the 
near future, in charge of Felix Dyck 
Hoss, to service radio accounts. 


Rudy Vallee to Go to 


London for Gelatine 
Rudy Vallee is to go to London to 
stage Coronation tie-in broadcasts 
May 6 and 13 for Standard Brands’ 
Royal Gelatine. 
He will use local supporting tal- 
ent. 


MARKET ANALYSIS 


What is the nature of your most vital problem? 
Our analysis of a single marketing, distribut- 
ing, selling. merchandising or advertising prob- 


lem may make your entire selling effort more 
effective 

A. C. WEICK CO. 
20 W. Jackson Blvd. Chicago 


Wabash 6890-1 


Tough beefs 

thing of the past when the ne 
“tenderizing” method comes 

to general use — described re- 


cently in FOOD INDUSTRIES - 
a McGraw-Hill 
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enver wonders ... and listens 


Action... movement... life... that’s what gets atten- 
tion. That’s what KLZ is giving listeners in the Denver- 
Rocky Mountain region. 

KL.Z’s alert and efficient news statf alone has smacked 
out enough news scoops, both local and national, to make it 
the talk of this area. With its wire service its many private 
“pipelines” to all the important local news sources and a 
staff of news “bloodhounds” that can smell a story almost 
before it breaks, KLZ is looked-to and listened-to for news 
as is no other medium in this region. 

KLZ bears down on the showmanship throttle every 
minute. No bets are overlooked to bring its audience timely, 
interesting special events. KILZ keeps its audience on the 
edge of its seat. It is the station this region listens to. It’s 
the station that can really put your selling story over in this 
market. 


MARCH $— Bruce 3arnes, former Davis Cup star, 
and Ellsworth Vines, world’s pro tennis champion, 
give exclusive interview before KLZ microphone. 
KLZ never misses a chance to build itself in more 
solidly with sports fans. 


MARCH 11—KLZ scores smacking hit with 
Denver sports fans by airing exclusive inter- 
view with Joe “Brown Bomber” Louis. After 
scheduled studio broadcast was blocked by 
local promoters, KLZ engineers ran a loop 
into the fighter’s private car. The Bomber 
loosened up and gave a swell interview. 
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MARCH 5— Two - year - 
old Alberta Sarver strayed 
from her Edgewater, 
Colo., home. Before the 
child was missed, KLZ 
carried the news that 
later aided in her return. 
“Without KLZ,” wrote 
the happy mother, “it 
would have been a 
long night for me.” 


MARCH 18—K LZ be gan 
broadcasting of national 
A. A. U. basketball tour- 


ney. Between rounds, Dick 


te 


MARCH 13—New KLZ program starts roll- 
ing ‘em in the aisles. “Sherlock” Battersea 
is shown using the Burns-Kidder sensitizer 
and de-coder to make his graphological de- 
ductions. “Wes” Battersea is KLZ produc- 
tion manager and started a mail deluge with 
this new hand-writing analysis program. 


Barton interviews Bob “Ace” 


Greunig, 6-foot 7-inch center 


of the Denver Satfeways. 


Latter team went on to over- 


come a 5-year jinx and 


thrilled all Denver with a 
victory in the finals, 


MARCH 2— Billy Clifford, Denver lad, 
was painfully injured in fall down cellar 
steps during play. News of it startled 
relatives listening to KLZ newscast in 
Hutchinson, Kan., 500 miles away. At 
mother’s request, KLZ kept anxious Kan- 
sas relatives informed of lad’s condition 
during subsequent newscasts. 


MARCH 3— Geo. W, Marland, Denver police chief, and James E. Childers, 

ptain of detectives, listening to the Gang Busters via CBS ‘and KLZ in which 
. ‘ing of Clifford Mc Kissick in gun battle with Denver police was dramatized. 
So many Denverites listen to KLZ and heard this broadcast that defense lawyers 
‘n sequel cases are hard put to find jurors who did not hear it. P 
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ADVERTISING AGE 


March 29, 1937 


Beauty Loses 
ao — 
in Brush with 
. * 

Wisconsin Cow 
(Pictures on Page 47) 

Wis., March 25. 
cows and more winsome 
advertising of the sov- 
ereign of Wisconsin went un- 


heeded as the legislature added $25,- 
000 to the $50,000 already available 


Madison, 
for fewer 
damsels in 
State 


A plea 


for telling the nearby world of the 
attractions of that state. 
Assemblyman Robert Tehan, who 


hails from Milwaukee, was the legis- 
lator who professed to see more ap- 
peal in a pretty girl in a bathing 
suit than in a robust cow, even if 
the latter can produce more cheese 
than its fair competitor. He later 
withdrew the amendment upon see- 
ing in his mind’s eye the vision of 
an irate wife. 

“T think many will agree,” he 
said in his fervid appeal, “that our 
advertising depicts too much the 
charm of the cow, the poundage and 
length of a pickerel, and the num. 
ber of holes in a cheese. 


“I offer this amendment only to 
call the matter to the attention of 
the conservation department. I 


know you will not adopt it. 
“T am a married man and the 


\ wir 


we 


os 
ASO 


y, 


Sorry, Therese, but it's really as simple 
as ABC. In factthe Fourth Family is founded 
on A.B.C. The daily Journal has 31% more 
circulation in the city of Portland than the 
second paper. That means that the daily 
Journal reaches four families to every three 
families reached by the second paper. That 
Fourth Family spends a lot of money ina 
year. In 1936 it amounted to $20,630,000. 
That's added potential for Portland merch- 
ants. That's why they like the Fourth Family 
and why these Portland merchants used 
3,024,949 more lines of retail advertising in 
the Journal last yearthan in the second paper. 


™ JOURNAL 


PORTLAND, OREGON 


REYNOLDS-FITZGERALD, Inc., Nationa! Representatives 
Philadelphia - 


New York + Chicago -+ 


prices. 


father of two children. I propose d| 


the amendment in the interest of | 
the state, and now, in the interest 
of my home life, I withdraw it. I 
think it has served its purpose.” 


The withdrawal seemed to please 
all concerned and the bill went 
through minus the amendment. 


“Financial Observer” 
Backer Jailed; Suspends 


The Financial Observer, New York, 
suspended last week following the ar- 
rest of John Bruce Heath, vice-presi- 
dent and founder, on charges in con- 
nection with a “Ponzi” scheme that 
is said to have taken in more than 
$100,000. 


Well-known editors he had _ se- 
lected as associates were unaware 
of his dual existence, as the backer 


of the publication on the one hand, 
and his activities in raising funds by 
“high finance.” Heath is said to 
have confessed he is John Neville, an 
ex-convict, and to have exonerated 
editorial associates. 


to Maintain Prices 

As the first test of the potency of 
the New Jersey Fair Trade Act, 
Schenley Products Company filed 
suit in Chancery Court, Newark, last 
week, seeking to restrain Franklin 
Stores Company, retail chain, from 
selling below suggested minimum 


ay 17 OFF WITH THE 


/ 


Detroit + San Francisco 


LUCILLE 
HE SAID, DONT 
You EVEN KMoOW 
THE FOQVUleTH 
FAMILYZ AND | 
2 SAID NO-AND 
HE SAID GO / 


RETAIL VOLUME 
OF KALAMAZOO 
AT PEAK, BUT— 


(Continued from Page 1) 
provide for a more complete cover- 
age and a gradual extension of our 
branch operations into other states 
where stores can operated 
profitably.” 

As in the case of other mail or- 
der houses which have invaded the 
retail realm, Kalamazoo Stove Com- 
pany’s retail volume now exceeds 
its mail order. Like others, how- 
ever. Kalamazoo holds on grimly to 
its mail order trade, in the firm be- 
lief that its success is not only due 
in large part to the good will cre- 
ated during the days when it de- 
pended exclusively on orders’ by 
mail, but that when it ceases to be 
able to get the signature on the 


be 


dotted line by mail, it is likely also 
to fail to operate profitably through 
stores. 
Though 
policies of 


there is a _ parallel be- 


tween Kalamazoo and 


Seattle 


* LosAngeles -« 


DIRECTS CHANGE 


A. L. Blakeslee, 
Stove Company directed the retail outlet 
move of the old mail order organization 
which has sailed through depression years 
with marked success. 


president, Kalamazoo 


some of its contemporaries, the 
analogy is superficial. Kalamazoo’s 
“stores” are such by courtesy only. 
They are as unlike the elaborate 
retail palaces conducted by Sears 
and Ward as it is possible for them 


to be. The stores are in reality 
mere depots in which stocks may 
be carried and which serve as a 


base of operations for salesmen. 


Likewise, the latter resemble or- 
dinary retail salesmen only in 
name. In reality, the Kalamazoo 


ambassadors are hard-bitten young- 
sters who have served their appren- 
ticeships in the company’s own 
school, in which they not only pass 
rigorous preliminary examinations 
but are constantly under scrutiny 
for signs of weakness which make 
them unfit for the stern roles they 
are to play. 


Given Initial Boost 


When a Kalamazoo salesmen is 
given an advertisement in his local 
newspaper to announce the open- 
ing of a new store, he feels that he 
is growing soft. This copy, para- 
phrasing the famous slogan, “A 
Kalamazoo Direct to You.” to “Kala- 
mazoo Comes to You,” usually yields | 
him many leads from the ranks 
of those who have dealt with the 
company during past years and like 
its methods, that he doesn’t have 
to do any scratching on his own 
behalf for some time. And_ such 
prosperity makes Kalamazoo sales- 
men nervous. 

While it is this breed which has 
;enabled the company to dig more 
business out of city kitchens than 
from farm and small town house- 
wives, Kalamazoo still gets enough 
business by mail to make it a real | 
mail order house. This year, it is | 

| 
| 


so 


using from 50 to 60 magazines, on 
scales varying from 28 lines to cov- 
ers in color. One or two of the} 
standard mail order papers are on| 
the schedule. So is Farm Journal, 
which has been used ever since the 
company was organized in 1900. But 
for the part, Kalamazoo’s ad 
vertising follows an unorthodox pat- 
tern, created by its belief that al 
most any medium can be used profit- 
ably if the correct de- 
veloped. The sometimes 
the smallest space sold by a maga- 
zine and occasionally the largest, 
with color thrown in. 

The pre-dated editions of 
metropolitan newspapers, which 
penetrate the hinterland. have 
pulled well for Kalamazoo, even in 
view of its stipulation that 
$1.000 spent in advertising 


most 


formula is 
answer is 


many 


every 
must 


meet the company’s demands. 

Perhaps the most 
the “check book,” succeeding pages 
telling the prospect how to “check 
capacity of ash pit. check width of | 


yield $4,000 worth of business—a | 
ratio which is preserved regardless 
of the medium. National farm. pa- | 
pers are used consistently, and | 
some state and sectional farm pa- | 
pers are on the list. Even general | 
magazines, several in the alleged | 
highbrow class, have demonstrated | 
their ability to pull inquiries and or- | 
ders on a scale large enough to | 

| 


interesting is 


reservoir opening. check prices, 


check the factory, check the oven 
that ‘floats in flame,’ check the ma- 
terials that go into your range, 
check the enamel, check range 
styles, check the champions who 
use Kalamazoo stoves, check 30-day 
free trial offer, check terms, check 
the full meaning of direct to you, 
check the ease and certainty of get- 
ting repair parts,” and finally, 
“Check our million satisfied cus- 
tomers.” 

Kalamazoo, which has made every 
kind of stove, except electric, both 
singly and in combination, for use 
heaters as well as cookers, is 
planning to enter the electric field 
in the near future. 

Its famous slogan, “A Kalamazoo 
Direct to You,” is said to have been 
originated by its first president with 
the aid of Mare Morrow of the Cap- 
perper Publications. 

The advertising is placed by Ful- 
ton-Horne, Morrissey Co., Chicago. 


as 


Landon Transferred to 


McCall Fashion Papers 


McCall Corporation has appointed 
Richmond W. Landon advertising 
manager of its three fashion papers, 
McCall Fashion Book, McCall Style 
News and McCall Needlework. He 
has been on the Eastern advertising 
staff of McCall’s Magazine for 12 
years. 


National Silver In 
Record Campaign 


National Silver Co., New York, has 
launched the largest advertising cam- 
paign in its history in national mag- 
azines, rotogravure sections, daily 
and foreign newspapers and a weekly 
radio program to start Easter Sun- 
day. 

The campaign will feature the new 
King Edward silver plate pattern. 


Dreher Named to Handle 
Kissproof, Outdoor Girl 


Affiliated Products, Ine., New 
York, has named Monroe F. Dreher, 
Inc., New York, to handle advertis- 
ing of Kissproof and Outdoor Girl 
cosmetics. 


of 
Louisville's grocers are back 
in business. Ninety per cent 


Ninety-seven cent 


per 


sales ranging from 
normal to 300 per cent above 
1936 . . Every Louisville in- 
dustry, with a few isolated 
exceptions, is operating at 
pre-flood normal . . All large 
retailers are enjoying a boom 
trade which will last well into 
the summer . . This is one of 
the best markéts in America 
today . . To get complete and 
dominant coverage in_ this 
territory use . . 


WHAS 


EDWARD PETRY & CO,, NATIONAL 
REPRESENTATIVES 


report 


Owned and operated by The Louisville Times 
Company, publishers of 


THE COURIER-JOURNAL 
THE LOUISVILLE TIMES 
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THE THEME SONG OF THE DIAMOND MARKET I§ PROFIT 


ELL—but get paid . . . the dealer who 


\ forgets that key note of good business 
can’t survive for long! No retailer can 
afford to divide his profits with poor-pay 
customers! 

And this is what he knows to be a happy 
fact — Diamond Market members buy 
. and PAY! 


Evidence? The ace-high credit standing 


regularly . . 


of the American Magazine's readers —their 


individual financial integrity and ability to 


CONCENTRATE ON THE DIAMOND MARKET 


complete a purchase... profitably... with 
that grand finale, “Enclosed please find 
check!” . 

This is no theme song of a small class 
market. The Diamond Market 


includes 2,100,000 homes... 


HIGH 


from which this year will flow, incomes y 
=_—_——8 
in cash and checks, 7 billion y 
dollars! Anation-wide market — j.oum) WW 
INCOMES \ 
gathered and shaped and === 


delivered by The American 


Magazine's true-to-pitch editorial content. 

Treat your retailers to real dealer music 
—make your list say “Enclosed please find 
a full American Magazine schedule.” 


The American Magazine audience is like a 
diamond in shape and value. Extending from 
top to bottom of the national income triangle, 
it is wide in the middle where sales are 
greatest; tapers at the top where there are 
fewer people; tapers at the bottom where 
selectivity is all-important because there 
is a decreasing market for most nationally 
advertised products. It is a profitable 
market throughout—a concentrated market 
of consumers who buy /ree/y, pay promptly. 


the Heavy Buyers of Branded Merchandise 


mt A merican Magazine 


The Largest 25¢ General Magazine in the World - Average Net Circulation More Than 2,100,000 


THE CROWELL PUBLISHING COMPANY, 250 Park Avenue, New York. Publishers of: COLLIER’S .. WOMAN’S HOME COMPANION .. THE AMERICAN MAGAZINE .. THE COUNTRY HOME 


Copyright 1987, The Crowell Publishing Co. 
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Armstrong Aids 
Dealer to Become 


A Color Expert 


Lancaster, Pa, March 25.—A 
gigantic book which makes a color 
expert out of every retail salesmen, 
thus stimulating confidence of buy- 
ers in his recommendations, will be 
the piece de resistance of the spring 
campaign of Armstrong Cork Com- 
pany. 

The book, equipped with an easel 
for easy handling, shows 32 care- 
fully developed color schemes for 
floors, walls, woodwork, drapery and 
accessory colors. The same deco- 
rator who made the rooms shown 
in Armstrong advertising famous 
for their beauty and practicability 
devised the new volume. 

As in previous promotions, the 
giant book concentrates interest on 
six Armstrong patterns, three of 
which are embossed and three of 
which are straight line linoleum. 
Two of these patterns will be fea- 
tured in the company’s advertising 
in 12 national magazines, one in a 
kitchen, the other in a dining room. 

Supplementing the design book is 
a window and departmental cut-out 
display which emphasizes the un- 


usual decoration service the store 
is able to offer its customers. This 
full color display, 63 inches tall, 
shows the book in use, with the life- 
size figure of a salesman beside it. 

The new book will make it pos- 
sible, A. K. Barnes, director of ad- 
vertising and merchandising be- 
lieves, for any salesman to sell 
Armstrong’s linoleum for every 
room in the house, together with 
corollary merchandise. 


Wertheim Starts Agency 


Edward L. Wertheim, for the last 
twelve years with the Sterling Ad- 
vertising Agency, Inc., has opened 
the Edward L. Wertheim Advertis- 
ing Agency, 151 W. 40th st. Ed- 
ward L. Wertheim, Jr., will be asso- 
ciated with him as account executive. 


Terry Gunn Changes 


Terry Gunn, for the past year a 
member of the New York sales staff 
of Edward Petry & Co., has joined 
the New York office of Transamer- 
ican Broadcasting & Television 
Corporation as account executive. 


Parker Joins Cone 
Raymond D. Parker, formerly with 
A. W. Ellis Co., Boston, has become 
a vice-president of the Andrew Cone 
Agency, New York, and will special- 


ize in insurance advertising. 


STUDENTS TOLD 
TESTIMONIALS 
ARE A ‘RACKET 


Consumers’ Research Used in 
Eastern Colleges 


Boston, March 25.—Advertising is 
bunk, is economically wasteful, and 
the “testimonial racket” is flourish- 
ing, students at 
Eastern univer- 
sities are told, it 
was learned in 
ADVERTISING 
AGE’s survey on 
advertising in 
colleges and uni- 
versities. 

These ideas 
are being  in- 
stilled, it was 
learned, in the 
minds of stu- 
dents in certain 


Prof. Jackson 


classes at Yale, Harvard, Boston 


them, are sharing, and will continue to share, consistent increase. 


In | 
AIR CONDITIONING 
men are DRIVING andT 


HRIVING! 


Men in air conditioning are driving 
forward with the zest that men have only in the face of continued success. They 
have tasted two years of consistent 40 per cent gains ... their confidence is put- 
ting power behind their drive toward greater gains in 1937. Air conditioning and 
heating products in the hands of these men who buy, sell, install and operate 


Established 


during a time when general conditions were none too good, this habit of suc- 
cess will persist. Conditions ahead would alone assure greatly expanded volume. 
With the drive of these successful men added to natural forces, future volume can 
only be guessed at. The one certainty is that it will be larger. Write for the 
latest copy of the monthly bulletin “Current Conditions in the Automatic Heat 
and Air Conditioning Industry.” 


THE PUBLICATION TAT 22 Q 
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LAY PLANS FOR PHILCO CAMPAIGN 


National advertising 
delphia conference 


Frank A. Hutchins, president, Hutchins 


plans for Phileo radio were discussed at this recent Phila. 
een Ernest B. Loveman (left), advertising manager 
Philco Radio & Television Corporation; Sayre M. Ramsdell, vice president, and 


Advertising Co., Inc., Rochester, N. Y. 


University, Johns Hopkins, North- 
Eastern and other universities in the 
East. 

Criticism of advertising at Yale 
University is confined chiefly to an 
attack on competitive claims and 
what professors term excessive ex- 
aggeration, a survey of faculty at- 
titudes shows. 


Exaggerated Claims Attacked 


Exaggerated claims and unfair 
condemnation of competitive prod- 
ucts were attacked by O. Glenn 
Saxon, professor of business admin- 
istration, in an interview with Ap- 
“Not a 


VERTISING AGE. He cited 
Cough in a Car- 
load” and 
“Reachfora 
Lucky Instead” 
as examples of 
the type of slo- 
gan which he 
considers objec- 
tionable. 

A strong de- 
fender of the 
present Ameri- 
can business 
system, Prof. 
Saxon said that ——*re#. Bellatty . 
industry should do more to sell “The 
American Way,” as the National As- 
sociation of Manufacturers is now 
doing on posters. 

Prof. Saxon said that the “myth of 
technological unemployment” should 
be exploded through advertising, 
using graphs and other devices to 
prove that improvements in produc- 
tion machinery have created more 
jobs. He advocates more collective 
advertising by trade associations. 

Material of Consumers’ Research, 
Inc., is not included in the suggested 
reading list in the marketing course. 
Of the 12 books on “Advertising,” in 
this list, Vaughn’s “Marketing and 


Advertising” is the only one ¢op. 
sidered to be critical in nature. 

Another professor, who decline 
to permit use of his name, expressed 
belief that present trends in adyer. 
tising copy are “suicidal,” in that 
they tend to arouse public ridicule 
He was especially critical of radi 
commercials, saying that they ar 
“destroying a good advertising 
medium.” 

Condemnation of advertising jy 
colleges. may exist, but more damp. 
ing of advertising is done in adyer. 
tising clubs than in schools, Neil q. 
Borden, associate professor of adyer. 
tising at the Graduate School of Busi. 
ness Administration, Harvard Uni. 
versity, commented. 

“This only means that advertising 
is in a healthy state,” he said. “Crit. 
icism of advertising by its own mem. 
bers is a good thing.” 

Dr. Harry R. Tosdal, of Harvard, 
made compulsory reading of “100,000, 
000 Guinea Pigs,” “Eat, Drink and 
Be Wary,” “Your Money’s Worth,” 
and “Skin Deep” in his sales man- 
agement classes in past years. His 
reason for making them compulsory, 
he said, was to make students think. 
for themselves. 

He told ApverrisiInc AGE that a 
few years ago, when “Your Money's 
Worth” was published, he had his 
students write reviews of the book. 
One of the students, he said, wrote 
a review infinitely superior to those 
printed in business papers. 

“When ‘Your Money’s Worth’ 
came out, most business paper re 
views did no more than beg the 
question,” Dr. Tosdal said. “In my 
course in sales management, adver 
tising is, of necessity, brought into 
the picture. My aim is to give the 
students a balanced point of view. 

“Students need much balancing in 

(Continued on Page 39) 


Janesville’s 
$65,000,000 
Market © 
(file our periodical mailings in this folder | 


To keep your market facts up to date 
send for this Spot News File—ready to 


1. Market Data—vVital facts, territory map, 
new survey of employment, income. 

2. Cireulation—And market infiuence; qual- 
ity of audience, good will activities. 

3. Employment—Current data, information 

on factories, farming, and relief. 

Buying Trends—Wholesale and retail. 

Farm e, crops, milk 


Data—Incom prices. 
Automobile Registrations—Comparisons. 


4. 
5. 
6. 


Now Ready — Send for it 
Keeping You Posted 


Janesville, Wisconsin Gazette—WCLO 


2. Merchandising , Cooperation 00%? Py 
elp, tie-up ads, re ° 
8. Printing Mechanlee Color printing facts 
rates, perfect rep » 
9. Radio—Most modern 250 watt station. 
Carpenter 


Member Wisconsin Markets, Ine.» 
Bldg., Milwaukee—33 fully analyzed markets 
—one order, one billing. 
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L,Y, 
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aa 
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adver. y 
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“—_, This margin is a basic market fact for advertisers. Families 
*y are 
— that have this margin to spend are your best prospects. i 
ng in i 
= This simple sum means that if a New York family spends | 
Neil H. 
¢ Bus $800 to $1000 a year per member for all expenditures, | 
d Uni: . 
rina $288.09 goes for food. If the total expenditure per member | 
“Crit 
3 is only $400 to $500, the food item falls to $163.31. 
arvard, ; . 
a The difference between what these families spend gives 
orth, 
th , the advertiser the margin he seeks for more sales and greater | 
pulsory, gt 
s think. - 7 i 
me profits. The margin shown here for food becomes even 
Money's ° . . a shes 
had greater for other things — clothing, housing, furnishings and 
l, wrote # ° . 
oo equipment, automobiles and travel. It becomes greater, too, 
Worth 
un | as a family rises in the economic scale. The figures are all 
In my 
Je : shown in a recently published United States Department of 
give the 
oak Labor study of family expenditures in New York City. 
) 
a | The margin spent by above-average families is what 


advertisers are interested in. And The New York Times 
above-average-income families have this margin.to spend. 
Reaching more such families than any other newspaper, The 
Times reaches about the greatest market for advertised 
products available through any one medium. It should be 


your basic medium in New York. 
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What to Do About Rising|Costs 


Passing increased material and 
labor costs on to the consumer in 
the form of higher prices is the 
easiest but far from most effective 
solution of the problem. Manage- 
ments confronted with the necessity 
of meeting the situation, however, 
must find some practicable alterna. 
tive if they are to avoid the neces- 
sity of risking loss of at least a 
portion of their markets by increased 
prices. 


The possible solutions divide them- 
selves into two general classifica- 
tions. One relates to production and 
the other to marketing. It is ob- 
vious that better production methods, 
more efficient machinery and im- 
proved materials furnish opportunity 
for reducing costs, and thus offset 
some of the increases which have 
been imposed on practically all in- 
dustries. Manufacturers should be 
more keenly alive to the subject of 
modernization of plant and equip 
ment in 1937 than they have been 
for a long time. 


The other partial answer to the 
problem has to do with sales vol- 
ume, and it is here that the ques- 
tion of prices looms large. Increased 
prices may have the effect of reduc- 
ing sales, instead of increasing them, 
and thus still further add to costs 
by spreading the overhead over a 
smaller unit production. On the 
other hand, if sales can bé increased, 


costs can be distributed over a larger 
volume and prices thus kept in line 
with market requirements. 

Here is where advertising and all 
other modern methods of promoting 
low-cost sales can again demonstrate 
their economic value. Manufacturers 
who take advantage of greater con- 
sumer purchasing power to increase 
sales, without necessarily increasing 
prices, will probably find that they 
have lowered marketing costs and 
thereby offset again some of the in- 
creases which at first seemed to de- 
mand higher prices. Advertisifig is 
capable of playing a large part in 
increasing’ sales and thus lowering 
sales expense, and if it is used suc- 
cessfully for this purpose, it will 
again justify the important role as- 
signed to it by American business. 

Each manufacturing business is a 
problem in itself, and generalizations 
are valuable only within limits. 
However, it is to be hoped that the 
managements of important busi- 
nesses grasp firmly the problem 
which they are confronted with, in 
an effort to avoid so far as possible 
the necessity for greatly increased 
prices of their products. A healthy 
business situation will be promoted 
mainly through increased efficiency 
in manufacture and marketing, 
rather than the easy expedient of 
asking the consumer to absorb all of 
the current increases in production 
costs. 


This Is Not a Crusade 


The reports which are appearing 
in ADVERTISING AGE on the subject of 
the academic attitude toward adver- 
tising as reflected by teaching in 
colleges and universities are not in- 
tended as a crusade. We have no 
desire to pillory professors who are 
sincerely presenting points of view 
which happen to be unfriendly to 
advertising from the standpoint of 
the consumer. The task is primarily 
one of factual reporting, based on our 
belief that the advertising field 
should know what is being taught. 
and should endeavor not only to 
meet legitimate criticism by correct- 
ing its practices, but also to answer 
unfair criticisms by statements of 
fact, 

The critical attitude toward all 
business which is typical of today’s 
thinking includes advertising as one 
of its most obvious and widespread 
activities. Hence the business which 
advertises invites criticism of its 
methods, including the product, the 


price and the manner of presenting 
its claims for consideration. There- 
fore it would be absurd to resent 
criticism as criticism. Advertising, 
like all other human pursuits, 
thrives on intelligent and construc- 
tive analysis of its methods and 
procedures. 


The importance of the teaching 
situation, as reflected in the news 
reports published in ADVERTISING 
AcgE, is indicated by the fact that 
many academic critics go far beyond 
justified criticism and attack the 
very basis of advertising as an eco- 
nomic function. This represents a 
distortion of fact which all adver- 
tising interests should be concerned 
about. In revealing the details of 
the situation, we believe that we 
shall aid those teachers who present 
advertising constructively, as well 
as enable advertising to present its 
own side of the case more effec- 
tively. 


DEFLATION IN STRANGE PLACES 


aie, . 
2 2 


"Hello, laundry? Whatsa matter—did 


, Judge. 
you run out of starch over there?" 


Views from 


the Outside 


- Audiences 


(As viewed by Ethel Barrymore in 
the Ohicago Evening American) 


From time immemorial, the stage 
has required a visible audience as 
a foil for the actor. Actor and au- 
dience have participated jointly in 
all great stage suecesses. They have 
been as complementary as cream 
and sugar! And yet, in my Famous 
Actor’s Guild broadcasts each 
Wednesday evening, I have come to 
insist that no studio audience be 
present. 


Temperament? Not really. 1 
believe it strikes much deeper than 
that. Acting for the radio before 
a studio audience makes me think 
of aiming a gun at two targets and 
missing both. The common experi- 
ence of attempting to carry on a 
conversation with some one who is 
in the room with. you at the same 
time that you are talking to some 
one else on the telephone is a good 
illustration of what I mean. The 
person in that room has the bene- 
fit of your gestures and facial ex- 
pression, so that even though the 
words you use may not be clear, 
your meaning will get across. But 
the person on the other end of 
the line must depend entirely on 
what you say and, as a result, your 
words must be carefully chosen and 
descriptive. 


To communicate with both audi- 
ences simultaneously requires a 
legerdemain of which few of us are 
capable. 


Food and Drugs 


(As viewed in the New York Times) 


For Senator Copeland it must be 
said that he did his best to 
strengthen his Pure Food and Drug 
Bill to meet the President’s objec- 
tions, yet because of the powerful 
political and business interests by 
which he was opposed he fell far 
short of prescribing the kind of con- 
sumer protection that the original 
Tugwell bill was intended to af- 
ford. The measure that finally 
passed the Senate and that now 
awaits action by the House has, 
nevertheless, much to commend it. 
Of major interest is the method 
whereby advertising is to be 
cleansed. The Federal Trade Com- 


mission has convinced the courts 
that false advertising is a form of 
unfair competition. The Food and 
Drug Administration seeks to pro- 
tect consumers from adulterated 
and misbranded foods and drugs. 
Both bodies would proceed against 
the law-violating advertiser, each 
with a different aim. 


The Copeland bill, as it passed the 
Senate, is weakened because the 
misleading advertiser is subject to 
injunction and not to criminal prose- 
cution. Unfortunately, this proce- 
dure is as cumbrous as the Federal 
Trade Commission’s “cease-and-de- 
sist” orders. Against the misbrand- 
er the Food and Drug Administra- 
tion is permitted to proceed crimi- 
nally. Is fraudulent advertising less 
reprehensible than mislabeling? 


Buyer Beware 


(As viewed by Margaret Dana in The 
Atlantic Monthly) 


There are today just five fibres— 
silk, wool, cotton, flax, and the man- 
made one, rayon—and every fabric 
made must be formed of one or more 
of these. But so great is the exist- 
ing confusion that the average con- 
sumer imagines despairingly that 
there must be fifty fibres, all of them 
sleight-of-hand artists. 


And if you add to this muddle 
the fact that for every single fabric 
being made thirty years ago some- 
thing like a hundred are being made 
today, you will have some idea of 
what the situation is. No matter 
how much of this misrepresentation 
is intentional, public confusion in 
the matter offers great opportunities 
for temporary profit. 


But the damage it fosters is so 
broad and so deep that it threatens 
revolutionary changes and the ruin 
of many lives. No one with any 
economic awareness can fail to 
recognize that there is a large and 
growing unrest umong consumers. 
The fact that in the past year con- 
sumer co-operatives accounted for 
some five hundred millions of retail 
business in direct competition with 
private retail firms is to me less 
threatening than the increasingly 
vocal rumblings of suspicion and 
doubt—of products, of retailers, of 
advertising. 
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secured without charge from Compe, 
nies sponsoring them, or th 
ADVERTISING AGE, by any national a4 
vertiser or advertising agency 
tive writing on his business letter. 
head. 


No. 1139. 4th Inventory of 5457 

Cleveland Kitchens. 

The fourth pantry inventory, 
through the cooperation of the Cley. 
land Council of Parent-Teacher 4, 
sociations, has been issued bY the 
Cleveland Press. The survey reyeg, 
numerous changes in marketing an 
buying habits of Cleveland houg 
wives since the previous survey, oo, 
ducted in June, 1935. 


No. 1140. 1937 Manual of Services of 

A. D. A. 

In this brochure, Advertising pj 
tributors of America describe thei 
facilities and services and show thei 
plan in action by recounting a ny, 
ber of case histories. 


No. 1142. Dominance in a Concey 
trated Industrial Market with 
Above Average Pay Rolls. 


Figures contained in this study ar 
taken from the market research of 
consumers in the Pontiac market, 
conducted by R. L. Polk & Co. » 
part of their national market rm 
search now in .progress. Issued by 
The Pontiac Daily Press, the survey 
contains a wealth of information o 
this trading area, and coverage by 
the Daily Press. 


No. 1148. Glorify Your Product. 


This booklet issued by Herman A. 
De Vry, Inc., discusses the value o! 
sound films in advertising, selling 
and training, lists typical firms w 
ing films, and results of their use. 


No. 1145. Guide Post in Marketin 
Control. 


This booklet contains a reprint 0 
an address made by Frank T. Hypps, 
assistant professor of marketing, 
University of Pennsylvania, before 
the American Marketing Association. 
The 15 primary guide posts differ 
from past methods of marketing, Mr. 
Hypps says, in that they are founded 
on the deliberate intention to excel 
through planned analysis rather tha 
fortuitous circumstances. 


No. 1125. Virginia, Gateway to th 

Prosperous New South. 

This folder, containing market dats 
on the Richmond-Norfolk trading 
area, has been issued by The Jol 
Budd Company for Richmond Times 
Dispatch, Norfolk Ledger-Dispatch 
and Norfolk Virginian-Pilot. Of a 
Southern states, Virginia is the mot 
accessible—“overnight” from half th 
population of the United States, the 
folder states. 


No. 1106. The Making of Twenlt 

Four Sheet Posters. 

This illustrated brochure issued b/ 
Forbes Lithograph Man 
Company starts with some miele 
suggestions for the art director 
production man, and follows throug! 
with a description of various steps 
the making of a poster. 


No. 1068. Drug Store Displays Mw 
Sell More Goods. 


Window Display Advertising, “s 
has issued this bulletin as a0 — 
the improvement of drug store 
dow displays and to create oo 
ceptance on the part of retail d 
gists for the one-product displays 
national advertisers. 


No. 1101. Do More of Your astil 
Where They Rise. - 
Chicago Journal of Commerce 

issued this brochure which show 

importance of the Middle West ett 

industrial territory and 4 

business and financial news aed ¥ 

provided by this paper. Inclu iret 

@ cross section of its industrial vertise 

lation and a list of 1936 ad rf 

representing 57 classifications 
business. 
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Step into these 


Ana now that you are in a farmer’s shoes, what will you want? 


Above all, you will want practical, timely information about everything that 
has to do with your business of farming—soils, crop forecasts, market condi- 
tions, and the lastest technical farm information. Just as a manufacturer needs 
to know what lines his competitors are pushing, you will want to know what 
other farmers throughout the country are doing, what growing conditions 
are in other sections, what new developments are being made today that 
will affect your business tomorrow. And you will want all this information 
brought to you clearly, concisely, and in time to be useful. 


There are modern, successful farmers all over this country who find they need 
a magazine that can supply all these needs quickly and accurately—a maga- 
zine that can select the important information and bring it to them in 
time to use. | : 


Farm Journal, with its “4-day writer-to-reader” service, does just that for 
1,300,000 of the kind of farmer you would be if you were a farmer. 


FARM JOURNAL 


for a moment 


a 


is) 


pe Pt ee Pe geet 
ee Pas fe een. Ce ae {Ss -*\ i a= 
ree eis an ae ay ee itp 4 cs: Tie et ee ee a 
PPh ce es eee See eas RE er Tabet. oi ay Bee ee > -§ 
BP ahr ay ee hee RAN Re uate as ro i * fer Jer ar sae tae 3 eer a 4 : te ie * De) rR ee Re ae ae Ae | 
i i i E nee ok Pew. at hr 3 ee he 2 fg es : erik, tend . iL. Poee. oy a ER, 
aS a pee . ben oh J “ sa ee vas 5 ee cca mi” See noe dee er) ae AS ge $ Ft ath ‘ Gai he ety one , ¥ ¥ = 
a. hee Eee 6 3 “he ae i a ee eet gee ee mre TT iy an er peas Farad ihe ae s see .. ' 
r - f Poe eee > ¥ ee i a 3 : oe 4 x ae 3 ees hang og Tot wr REA, + 
29 yuch 29, 1937 | pk ee Ole eR tae ol aalie Ali PE PPLE PE» DHE CE LONG 
=e, : 
— DVERTIS SEO: ore teres 
‘ mw . a, a 
I N ig oa Dare é y j 
2 . Ea ae 
1 : ' : tase a ee 
to an Sane Race 
‘ —_— . ae Sac 
° — po econnnieas - 13 a - 
wh ae ets ‘ ' 
' eee NT as Sek a oe ct 25 ere era xe as 
4 ae Se cari Eee ees she ald sie it ‘ Pea Oa Seth 
ee |, 4 Ny = ra a sascises Syie’ 7 
7 ae < ie = Shek ao ae 
a oe e a Rs" * aa ot P a ae i 
tg bee Co oe 
Saar Ste re Vomtee a ees en oS estes Or tad ay = i 
fra —— te Lee Ce ee ia os aed a) ea ae i a, 
e ed eyo wer a aie ae } ee 
a ee, Se ee Bo ae gg Seger *S ss 
ss eae aie ecb leet Se aa es PN te BS 
4 = bs « pa ea ~~ ee rus : 
a + tape ee oo 5 Ee Teen Sees 
8 LPs - a: % ft ot pee Sor eral AE eae 
m a a : 1: a ihe fon Z Oe a Bs 
th ee - “a : appa 
ti Tough : . -~ <ae eo! 
tio : | . ae , 
mal a4. ; Ae a ie 
8s | pe, ox aS ; . 
etter. zs deat = , ee r 
7 4 a ‘ 
; : £ oe ¢ : 
of 545) wee re a " —_— : may i 
en mr. ye ee i.) ae ee pec |: alae > eS , 
Ce eee ee ee 3 —r eh is mae Ss 
0 , a 3 de ie RL Je aah : ; . ae pics é sche. te ae ES ate = 
ry, Made 7 ae i ah E co ist bi ‘ = 2S) sie ance 2 reaver ‘ae 4 i et i 
fo% £ pee eae gs Cie ac oot Pye iad ae a “aon Fi ee i 
hae coy ae Sik z aS: , g Toph nt Pgh 2 : IR a my : ; a Gee er - 
the Cleve. 8 ee nei =: ips a ae ae ae nahn ai nee ‘ ee coe Ske or & aor hit ae aig i Fi 7 a i 
acher As a ao ig | peers ae ee speaks os ema. ok ee aig iG . Ee teats = ees Rae ye en ake ic, Sates ei yee a 
Boe her Sea a Tes Re gk ae ae een a Ce a a ed <i ae eee Ss a aie ee a Re ete : 
d by the one ag = ae cet TEA ca aa nt a teat as coal '<-aee -. falas Rin ne ee :. Be Se Bs PSS ie a het Pet wa 
5S Mee ee gE Sh eae Se ee Saat ee aaa ee eearree eer ie eo te eee ale bie Fis Pe cs eagae Og 
ey reveals ae: sae aati tae ae A, Ae i Te? paca eae aoetn 
: . fer ee Ba es a Eee eee PO Pig ae : ae co) eas: a pears; ee alinroae a ie ues = oie tee 
etin, ; ee ea Die ay ie ie Wists gry to Bo ie Be ay Se ft ea A eee 
& and cr yee pee oo ener eN Fe. eee aes aia lg we ct =e Ree Go ee 5 a ce het panes. ee engi” ee eS: 
¥ oe ee ae cow, ect eee ee Listing lw AiG vce op een Ch {aN as a nae es a ag 7 As en tne Wee ee: Pee. ~ a Re 
aid houge : ike —s ete ae mn en pie. - oe are. Br a0 eohe ae Sas a aed ee ne i a ame ie } Eee Soe a ee 
ee ees ig Le ah “gf ee ay JE re peta : ne I Peat: ee Se oe i de ey res 2 a i ~ eg Seaham ae eee Meher 
HY bevy Oo Cee gi das beets i: oe ee soe . ee Pa Bris etd Pn tad 3 ey ore re en oe - ae WA eR San iS . besser ee 
| Te ee Rea a eer a, ae 8 rare ceo Cn ek oe eae ede eens Re oe fet soe ‘EE Ew Pare ie ake 
‘ ete tl ia a aey aoe ao odin... 20 Ra ‘ pal OO, ON gam ae i Pe Sar Le et na ae Pe ta Agta ih gl eee ' vim 
BOSS. aS, ae Os ga pt eee Reap Oe a <a ES peers: TR ey tees eos egw yt ee a vee es 
See Ree aie Ress NC dali Dee cee a a ene ea ee oe De, te) eres 
age Ses aes 4a et Oy ney Se : es ae ae Age es ee Phe 2? tate = ee Ser a oe eee. oe ee, eee et ea ee 
ro DEES AMEE eee ae fees eee AS P es 7 mee me: ratio td pi whi et eo: eee be 3 ae eee oo me ig a x 
Ss a7 ca, ripest ae ian eae EF Pe. 4G a Sy tke me ies Re aa 5 i Bee ees cee = i fei an ney oe Pon eS ee a 
ae se eae ees Bn a oe es eet — Loy tea : Se ee owe i ae fe eee te bi scene gee 262 Saks <r tie x \ ee 
ss 3 cee gee Seer 1). ie eens Peers eee ele i ss es lees Paes + ems Sy ee sie 2 te He oH CG ee eet 
vee ale : ra ree ks, Chee geen 0 28 ee Ce Braye See ee ms Pega RTE «apes oer he Reet ene yas: 
sf ae oe! oN Ni ln eter te, Ri ACRE ae penn ae ij ‘sole? ee Se ee OT 2 oP aoa ‘a Ca he ogi ape re Be eet. at 
fetes ae ae , << a ames Nee ae pane Pee eos ee eshte" eo La Pee ae a a neo poi yes, hereon oS fed aes: 
re a alo” amen: ee ete j a ee Pe acd Se OER oe ia: 
, 3 ee Weg aoe aes oo ee Bie ee ey a ah ERs Ag Sa rent oS et ae : Sgn ere er Se Aes em Va jetace Oa wield a" 
ee ee i a ee cee Sin oe ewe See ae eG. oi ae ah i ins 
BR nc ie ee, etter ee a. ee a ae Sarno ee es Gi NP eee Fiori a a aie 7s a See ah Soe nae 2 pleas fs oe AP ene “iad Cee ch ae 
eat rence ae r he ie i, ae Tees eg Son ea tee at Pali chare ie es Pee Pein i ce ce Page ee eh: a neg aoe 
Sie SE he Nie Peewee > ae Su “ te ee ote ae lat poe ey ‘ po eget a te ee as cae. ear ; 
! Pe pone een ay Re sore , aera also lS Rae oo teem d CSc ay Saale aime’ Se ea Se ee ae eee 
; “1 bak Pan? ec Sa ae ire eh Se a ee at Spee RE lke Be ie Prater ae enero oe Ba As Ls ha ee. St ite iit ne ae Aes = ; te 2 aa Ge, ie 
i ae BR sig. Va oy Ee i ie ee oS a gee a Siiioned. ie can ee aes Oe Sh PEN ed cree ee em eae ie Sehaeees feos page Fa 
' eg Beis tye ds ee er Rane ae Pj ag Ly Sia) Vga oe pee a ee a Si | ret oa feat. US OG eth Eoage Set eames ote Hae ae ee ee 
Pee ere Sere ae Ss le Seige pee Res ee Nie Mies secs aa ie ie ga at eye ee Bee peat 
| j ‘ Perens ie 8s oA ce ala -S ee et te os onda le ot ei RS See 4 Boy, Oo (as ates te oe tae, a ait ats <, ‘ea ee Bee soc: 
3 oi oe gies Bi es ana : ee a eA aos a Col ae og etre ae ee See eee ge ey ee lle kee eS i eas oy 
Bs ees a i pias ie ap i ens eae rm —— bee eke re ai ‘aie P eine ae sn Pe a cee oY ites Slee 
2 a + Se Se ware i a é Cs Se iP Saree * Sapearee ia ous ge er ee i 7 ee ‘Fin See Bere eee ln o'= a : a ae 
eee s ee i a alae ae ee Rs os iG ee ie tama) pee 2) ge ing aE aE A'S ane et ne ake § ee ee | 
Be ae ‘ gh oe ee — Se. Alia te ie ONG ee See ee ee ee i aes 
rs <5 7 a ene ee . 25... i eg sa Ae a. ea es ni iar he oe SO eee ee aeae we ste 
hh, Se ee al nee ee re her ee oS os MS tg ea Pegs Miu. 3 Se PE si Ay ee ee a i 
he 2 a sua See Se ue ce i Se ee ee 
RR ace ee in. duh aiid Ue Te See ay oe pea re pa Pee ese ee ee aegis Ma nt tm 3 tea ata 
ees | Sen NU el nics 3 a Rep ee pt ht sie es eR ae Te gs fo fee ah sheet it aren es os ae 2 s a 4 ora On 
Pe ty SSE sc eee © ieee Shia eek ae i Pee oe a etm gene re aie Wine eels Shia, 1h a ts a Gin eee. 
ae ae ee eee ee i oe Pon ie a ae OS de Re A ae oo fg - ees 
ae ee ey hd ra ac peer Sie ge to eae = ae cad ae r * Se eS ee ny Tee Sees e Fn) ae ’ Butera Pa 
e - Meee OAD —— Pp ae aa Ptah or . rg — j a Ms, a Tis Eales ts lok ss pee Sos art RS: os Sept aloas ciel 
eee bo Mie wee te aoe ead i a i ee a 4 - Ra te Tor SU eds en Serer Fete Sey ee 3 ae 3 el Le 4 { rela 5 fie 
r. a Oo aes ag a of ae _ aoe ‘ i-y & eis a eta ea Pats | Fe aie oi Fa rela ahiial es oe ears ae 
Pe. oi, leat “4 gees, a SR be _— / = 7 aad see Bes Oy og fee ie ee & ee ee 
ae é aie ee : £ . rid i : : Fy wot oie : Fink as ees 
cies = 3 3 : 5 : ee ne ik Deena 
ge ae a a - ; 2 ? : é 7 _ % aay ‘ 2 rast ie 
a id ee: oo ts , ; 
: seme : -_ ine 4 . fee ae yt ; 
ie : aa =) ‘* ae « 
ae oe ee ; >, al — H 
Pa : : : a te + : ee iz SS % 3 ae ia 7 j e 
Ree a: : pee > a — j 
We Shak eet a ci ie ie apt — * a ae ‘ ’ 
ae = 3 ae ee ‘a a “a ee a : 
bie ‘eS: : : ae a SS Se eitol a “ = » ‘ 
Be ek : Hog Rg Semie aia ie. ly ENR ce Bale it C= ; 
Bae en Aes ks eee Be: At Ss call oe ee Bn etc NS ay So oa ad as a 3 
Bek ee eRe are oe pee Ral gee in A en eae — inl Le a 
i ag : Sas ea i lll . ie ay RE aT te £ leead “oa: al ee y i a pemees or eae Ae 
ead eg oh Reet Se alle ee a ail ee, aad ioe 
- oj H —~ ore oer a] 7 
hr . <n laa ail ’ 
| ° Pe ee. — j aes 
es ” Se — at ee ee 
a ee —e ae ee ei ea ae Bee ks 
4 a ae a span . din ae : : eee ees tee ees em ee oa a find sal 
ae. eee ao ee ae a 
gees ee. ee a Ne ee 5 Sh trae: — Git Scie ay 2 f 
Be . anes pis he ee WME eee ee eee -- 2 ee i ee F lt ‘e 
Pee alee me as rer Bie ie hs ho Re | aes 4 ah a, aaa it } mS cal 
% a 7 U F oy ‘ et ag i i ee 
# ig ct : dog 
ey Sl em. + 4 Cpaes cine 
ee jun Oe TS SO ma r | si 
BY Fa. a ge ne J , - j 
ae — ahs, Oe a ; , ; 
*-. Lee apt ie, 4 PN y ‘eo 4 } 
CBS Tea oS af 
ee me —" | es 
igs . FS eS ee aaa F eee 
ee $ ae | ie aR aay 
* i } ei 
bs ‘ I Bory 
; hes tae a g f ime 
Po a tage i a a e |g 
A Sal ee 
t pont 2a a ai 
i} a ne i a . 
f Weare 
ene 
| Bhs aac Bap 
; Bars: oe « Bie 
1 ak 
A e é 
' se oe 
i Sikes ate 
| a 2 
arket date eee 
; e o 
The Joho ade 
nd Times oe 
r-Dispatch a een 
Ae 
t. Of all 
; the most : 
m half the . 
tates, the : 
“. a 
: 
Twenty : 
; 
* eae 
i by ae 
ifacturiné = lee Ti 
eee ae 
e helptu! | he ae ae 
ector ant a 
lays Mut 
sing, [nt : 
an aid 10 i ee 
store wit sige 
. . , - - : 
tail ow 
i 
cluded # 
dvertise™ f 
. i 
ans } ee 
\ ; 
sie athe r _— 
ete ee: ee ; Me 
CF ce AER be meee 
ESN atten 527s aN ae ees eke Tet as 
ATs CER Re Ne sae a, ae Bey eS 7 
gag SENSU Se tae LSnire yas  teedcemerae . ‘ ae H eases “ph i pe 
ty eae eae * Sete aN tg ger eed | Sean SeRPEr eS. i % ae 5 
ka Nae Sn sear Meee 4 bos. ae eo BO Ste One ae micN gest ey Sees Sea ees 
rigs Liew & ? se Ne 2) Weed ea! yi aL. xs he ; oe U st 4 s- bf Ais 3 
ee cate é 1 na . ‘« Pfon Se ae pie eed Fee e hh te - ‘ ey Stee ee ee 
3 5 : J : Mag < r ee i 3 wae ‘ Oe x [tes ‘ Sie 
oe ae, Ce cae - ere 
3 - aces par 8 é ‘ f sis z # ie es ees ae acer HORN See gare, Zanes ee at mn Bea we Rsk: 
A, ol - 5 ae > re i Sins ~ ; in eee ae an ony 


eee 
Riera 2° 


14 


ADVERTISING AGE 


SELF-EFFACING 
ADVERTISING IS 
BLACKETT IDEAL 


Make Product Protrude, Agen- 
cy Head Advises Class 


(Picture on Page 47) 

Chicago, March 23.—“The success- 
ful advertising is that which isn’t 
too self-conscious, which doesn’t call 
too much attention to itself and 
which makes people forget where they 
saw it,” Hill Blackett, vice-president 
and treasurer of Blackett-Sample- 
Hummert, Inc., said last night in his 
lecture on “Agency Organization and 
Operation” before the advertising 
class of the Chicago Federated Ad- 
vertising Club. This was Mr. Black- 
ett’s first talk before an advertising 
group. 

The principal opportunity § in 
agency business is in the creative 
line, Mr. Blackett said. Altogether 
too much emphasis is placed on get- 
ting more business and on spending 
more time and effort with a new 
large account rather than with a 
smaller one which has been with the 
agency for some time. 


Tells Executive Requirements 


Mr. Blackett listed for the class the 
various departments which comprise 
an agency. The account executive 
must be an all-round man, but most 
of them do not know the business 
as well as they should, he declared. 
They should know newspapers well 
in 100 principal cities, should know 
the pulling power, popularity and 
coverage of radio stations, should 
know advertising coverage, costs and 
margins. Summing it up, he said 
the account executive must be a g 
judge of advertising. : 

“We are still a long way from tell- 
ing what will sell and what won't,” 
Mr. Blackett said in speaking of the 
research and investigation depart- 
ment, 

“People don’t do what they say 
about things,” he said, pointing to 
the recent Literary Digest poll as an 
example. “You must find out what 
people really do, and don’t stop with 
what they say they do.” 


Must Point Programs 


“Personality with continuity is 
important to hold listeners,” Mr. 
Blackett said of radio programs.. 
“Many radio programs are built to 
please everyone, instead of to a par- 
ticular audience. You can entertain 
a million people and sell none of 
them. We use the selective process, 
that is, find out who compose the 
market and how interested the audi- 
ence is.” 

Mr. Blackett suggested house-to- 
house canvassing, department store 
advertising, mail order advertising. 
and going through a merchandising 
department as the ideal training for 
copy writers. 


CAN YOU REALLY 


Buckeye Network 


Begins Operation 

The Buckeye Network, basically 
comprising affiliates of the United 
Broadcasting Co., WHK-WJAY, 
Cleveland; WHKS, Columbus, and 
WKBN, Youngstown, began operation 
March 15. 

C. A. McLaughlin, WHK-WJAY 
sales manager, has signed the first 
sponsored program with Crazy Water 
Crystals, Inc., through Luckey-Bow. 
man, Inc., New York, for a one year 
series of six half-hour programs 
weekly. 


Tigert to WCFY 
R. M. Tigert, formerly with WSM, 
Nashville, has joined WFCY, St. 
Augustine, Fla., as commercial man- 
ager. 


ADDED AUTHORITY 


George Biggs (left) will develop the 
oco's sales program in his new ca- 
pacity as assistant to the vice-president, 
Continental Oil Co., Ponca City, Okla. 
Robert G. Jennings is new assistant man- 
ager of Station WSAI, Cincinnati. 


February Gain 
of 24.3% for 
Rotogravure 


Chicago, March 24.—With national 
lineage setting the pace, rotogravure 
recorded a heavy increase in Feb- 
Tuary, volume in that month aggre- 
gating 724,720 lines, compared with 
583,156 in February, 1936. The gain 
thus was 141,564 lines, or 24.3 per 
cent, according to the monthly tabu- 
lation of Kimberly-Clark Corporation. 


Local Increase 14.9% 


The national gain was 30.4 per 
cent, February lineage being 456,772, 


c ed with 350,087 in uw. 
ompared w 087 in 
sponding month of 1936, tor 
crease of 106,685 lines, i 
The local increase was 34, 
or 14.9 per cent, with the site 
figure of 267,948 comparing With 92» 
069 in the corresponding meee” 
year ago. . 
Of the 1937 total, monoto 
counted for 648,544 lines g 
tor the remaining 76,176. 


Me gy, 
1d Colo» 


Names Scott-Telande, 


Weber Lifelike Fly Co,, Stey 
Point, Wis., maker of fiy tackie 
has appointed Scott-Telandey Ae 
vertising Agency, Milwaukee 
handle its account. Copy in oy, 
magazines features an 80-page to, 
color catalog, and “Moviegram” fy 
casting lessons. Y 
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ADVERTISING AGE 


(eller Wants 
OQleo License 


Law Repealed 


washington, D. C., March 23.— 
ng to a head the fight of oleo- 
margarine interests a bill to repeal the 
that retailers. take out 
federal license costing from $6 to 
to sell oleomargarine was intro- 
d this week by Representative 
pmanuel Celler of New York. 
Referred to Committee 
The bill is entitled “An Act defin- 
ing butter, also imposing a tax upon 
jad regulating the manufacture, sale, 
importation and exportation of oleo- 


margarine.” It was referred to the 
Agriculture committee. : 

“Retail grocers and meat dealers, 
especially small independent dealers, 
are having a hard time to get along,” 
Representative Celler said. 

“I do not believe that the govern- 
ment desires to retain any unneces- 
sary burdens on trade or industry, 
particularly not on such an essential 
trade as that of the retail dealer in 
‘food products. Nor do I conceive tliat 
the government desirés to retain any 
undue burdens on any legitimate 
food product, particularly when such 
food product is so extensively con- 
sumed by people who are forced to 
use the greatest economy in the ex- 
penditure of an income which is in- 
adequate for an adequate diet. 


“In other words, I do not believe 


the government desires to penalize 
the retail food dealer, it does not de- 
sire to penalize the smaller income 
family and it does not desire to un- 
duly restrain the distribution of any 
legitimate food product.” 


Sampling for Coca-Cola 


The Cincinnati Coca-Cola Bottling 
Works Co. has completed plans for 
a sampling campaign in Cincinnati. 
Coupons will be distributed to each 
family, redeemable at dealers for 
six free bottles of Coca-Cola. 


Market Filene Book 


Federated Sales Service, Boston, 
has been appointed to market a dol- 


TRUCK- RAILROAD 


BEDFELLOWS IN 
GM&N OPERATION 


Advertisement Tells Why 
Twain Should be One 


Memphis, 


March 24.—The Gulf, 


lar edition of a book by Edward A.|Mobile & Northern Railroad, in an 


Filene, “Next Steps Forward in Re- 
tailing.” 


rl 


|railroads but it is very necessary 
hat the Gulf, Mobile & Northern 


advertisement in newspapers of this 
area last week, threshed out the 


| current railroad vs. bus controversy 


with a statement signed by I. B. 
Tigrett, president of the road and 
Jackson, Tenn., banker. Discussing 
in a neighborly manner the G. M. 
& N.’s policy of operating truck 
lines in connection with the rail- 
road, Mr. Tigrett explained: 

“The need for highway transpor- 
tation is recognized. And it is a fact 
that railroads have lost and are 
losing much business to the high- 
ways. e 

“We believe that the public will 
be well served and railroad labor 
benefited if the railroads operate 
trucks. The railroads will be able 
to furnish railroad transportation 
where that is best for the public and 
truck transportation where that is 
best. 

Adds Labor View 


“It is not our purpose to take 
business from the territory of other 


Railroad protect all of its own traf- 
fic if it is to continue to furnish 
labor its present measure of em- 
ployment and continue to meet its 
tax burdens. ‘ 

“This railroad has been taxed in 
the past and will be for many years 
to come to pay for public improve- 
ments already made — highways, 
drainage canals, school buildings, 
courthouses, streets, etc. Last year 
our ‘taxes increa seventy-three 
per cent over the previous year.” 

In the advertisement, which meas- 
ured 4 columns by 914 inches, one of 
the all steel trucks of trailer type, 
one of the logging engines, the famous 
Rebel streamlined train and the bus 
equipment are pictured. 

The G. M. & N. was the first road 
in the South and one of the earliest 
in the nation to provide streamlined 
Diesel-powered service. In 1935 the 
Rebel trains, two all stainless steel 
passenger and sleeping car trains, 
were put in service between Jack- 
son, Tenn., and New Orleans and 


Broad social as well as direct commercial. 
problems are discussed by the Gulf, 
Mobile & Northern Railroad in this in- 
stitutional display insertion in newspapers 
throughout the road's territory. 


Mobile, Ala., and Jackson, Miss. For 
the past few months the G. M. & N. 
has maintained a fleet of 10 trucks 
paralleling its mainline with mod- 
ern bus service to points off the 
main route and for connecting use. 


Promote Leda 


Ernest Learock, formerly Pacific 
coast manager for A. K. Hamilton 
& Co., Inc., has been appointed gen- 
eral sales manager of the company, 
which is sole sales agent for Siboney 
Distilling Corporation, Philadelphia, 
John Robertson & Son, Ltd., Scot- 
land, and H. Devine & Co., France. 


Boost Beverwyck Schedule 


The Beverwyck Breweries, Albany, 
N. Y., makers of Beverwyck Beer 
and Irish Cream Ale, have increased 
their newspaper campaign in New 
York, New England, New Jersey and 
southern papers. Outdoor and radio 
will also be used through Peck Ad- 
vertising Agency, New York. 


Features Woodcuts 


Current newspaper advertising of 
the Model Brassiere Company, 
Brooklyn, N. Y., is featuring humor- 
ous woodcuts, -illustrating outmoded 
feminine apparel, with captions such 
as “Would You Wear a Corset Cover 
Today?” Copy is appearing in New 
York, Philadelphia, and Chicago. 
Edwin M. Phillips & Co. of New York 
is the agency. 


Jones Leaves Agency 

E. Willis Jones, art director of 
Needham, Louis & Brorby, Inc., Chi- 
cago, for the past 12 years, has re- 
signed to conduct his own art 
directing business, effective April 1. 
He is succeeded by John B. Breu- 
nig, formerly associate art director. 


PAINTED BY FREDERIC MIZEN 


Created for the General Tire & Rubber Co. under the direction of the 
D'Arcy Advertising Co. for use in general magazines. 
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Nicholson Elected Verree Estate $165,000 | SMALL AND OFTEN 
Florida Dailies Head|| Blondes Brighten lst yen, ame st the. inte omen r ———__ 
Ralph Nicholson, general manager Floor, Bureau Finds bbc Brat representatives exceeds 
of The Tampa Daily Times, was file d March 
cieliadt ‘atembdent a8. the tated Albany, N. Y., March 24.— $165,000, the inventory file arc Sees Mitemennel 
Dailies of Florida at its — Red heads are better salesgirls 24 revealed. Following his death RELIEVES PAI 
March 20 in Hollywood. than blondes or brunettes, and | Dio!” “Kiser a lite income to Bliza: pe, Egan. 
J. M. Elliott, Florida Times-Union, blondes are favored to brighten beth I. Donahue, his secretary for IN SM ALL SP ACE Promotes Healing 
Sema Dre ns nggerne ge Ne Tg up the first floor of department many years, the principal will re- No longer need you be resigned to severe 


auer, secretary, both of Jacksonville 
Journal, were re-elected. 


Pettinger-LaGrange Moves 


Pettinger-LaGrange, Inc., Indian 
apolis agency, has moved to larger 
quarters of the Murphy bidg., 32 E. 
Georgia st. Jack Gildersleeve has 
joined the agency, and Newton D. 
Buser has been appointed production 
manager. 


stores, New York’s department 
of labor placement bureau, 
which aided 198,000 persons to 
get jobs last. year, reported 
after a survey today. 


Bartzen Opens Office 
Eugene Bartzen has opened the 
Bartzen Advertising Service in She- 
boygan, Wis., at 1612 N. Twelfth st. 


vert to Swarthmore College. 


Bachem Promoted 


John H. Bachem, Eastern Division 
sales ‘manager of the National Broad- 
casting Co., will become assistant to 
Roy C. Witmer, vice-president in 
charge of sales, April 1. Mr. Bachem 
will supervise sales operations in 
Detroit, Cleveland, and Pittsburgh 
divisions. 


New York, March 25.—Another 
convert to small space copy with 
6-point text was made recently 
when an advertisement of Kay’s 
medicated ointment contained the 
news in the last of three paragraphs 
that a 25-cent size is available along 
with the regular 60-cent and $1 
sizes. 


It’s quite a trick to sell fashion or cosmetic 
merchandise to women who never—well, 


hardly ever—consult 


their mirrors. They’re just 


not in the mood for anything new or fashionable. 
They’re so conservative—and ‘that goes for their buy- 


fashion, furniture, or 


3 ing as well as their thinking habits. Poor risks for 


face-cream advertising, we'd 


say. We of the Evening American consider this 
the Diehard market—and frankly, it’s none of our 
business. And no business for you, either. 


The market we concern ourselves with wholly and 
happily is the Liberal or Buyeasy side of the Chi- 
cago picture. Women who do it with mirrors— 
and very fascinatingly, too. Women who reach out 
everlastingly for new ways of enhancing their eye 


ct R 


appeal. Women who devour the Woman’s Pages 
of the Evening American in search of buying 
ideas—and find them, too! Women who can afford 
to indulge their tastes for nice things. Women who 
ask, when they buy a box of powder, not “How long 
will it last?” but ‘What will it do for me?” That’s 


what our readers are. like! 


We cultivated these 


readers of ours (the largest evening circulation in 
Chicago) by getting out a paper that’s as lively and 


friendly as they are. 


And their response to our 


editorial and advertising pages warms the cockles of 
our heart. We suggest that you cultivate our readers, 
too, Mr. Advertiser, if you want a direct outlet for 
your merchandise. Advertise in the American and 
you'll find that it pays to be on the Liberal side. 


a & 


EVENING 


National Representatives: Hearst International Advertising Service. Rodney E. Boone, General Manager 


2+. a good newspaper 


bad you can qtenty, . 
and also promote healing. Simply app) 
Kay's medicated Ointment — oe x4 
blessed relief! Kay's contains an amazing 
i pain-relieving ingredient—besides being a 
mest elective b hold oi : 
2 Kay’s is always safe, odorless, pleasant. 
4 Also splendid for itching irritations. New 
a size ealy 25¢. Soenemy sizes at 60¢ and 
$1. Sold with money back guarantee at 
“4 \ive druggists. Avoid needless suffering. 
Kay's always handy! 


Keep 
K A Y’S medicated 
OINTMENT 
Manufactured only by Kraupner & Kraupner, Ine. 
1375 Myrtle Ave., Brovklyn, N. ¥ 


Kraupner & Kraupner, Inc., Brooklyn, ,, 
adopting the small space, frequent i, 
sertion plan in this new newspaper co 

for Kay's ointment. 


The product is not well-know, 
being launched a few years a0 
a neighborhood druggist Prepar, 
tion, made by Kraupner & Kraupne 
Brooklyn, with distribution expayg 
ing slowly in the metropolitan ary 
partly by sporadic advertising, aj 
by word-of-mouth recommendatig 

Late in January small-space 4 
vertisements in New York pape 
were decided upon, and more recep 
ly the 25-cent size added to the ling 
Announcement in 40-line space g 
the lower-priced size immediate 
produced, it was said, so many ca! 
at stores without the ointment 4 
without the 25-cent size, that whol 
sale distributors and the mannfa 
turers were unable to meet the dé 
mand, while the lithographers we 
late in meeting the delivery dat 
for containers. 


Manufacturer Apologizes 


As a belated explanation to dry 
gists who may have asked for a 
could not obtain the _ ointmen 
Kraupner & Kraupner published ; 
“apology” in Drug Topics, which > 
gins with regrets and ends with 
bid for business. 

This use of a national trade pv 
lication to explain a local shortag 
probably did not hurt trade interes 
in the product, which incidental] 
will be introduced in other market 
in the near future. 

Up to January, when the currel 
campaign was started, Kay’s oil 
ment was sold principally for u 
by leg sufferers, but current copy! 
directed to the general househol 
ointment field, featuring the adie 
quality that it relieves pain. Ra 
mond Levy is the agency in charg 


Newcomb Leaves 


Blanchard Pre 


Robert Newcomb, editor of 1 
Pica Rule, published by Blanch 
Press, New York, and well kw 
among house organ editors throug 
out the country, has resigned. 

He was formerly director of ) 
lications for the Texas Co., and # 
engaged in advertising agency 
newspaper work. 


Name McCullough 


Lee R. McCullough, Chicago, ? 
been appointed to direct advertisl 
of Turner Brass Works, Sycaie 
Ill.; Mercury Electric Co., Chic# 
and Economy Electric Lanter 
Inc., Chicago. 


O’Neill Made Partnet 


Water E. Edge, head of the ™ 
land Advertising Agency, Avs 
City, N. J., has taken Paul J. 0M 
into partnership, effective Mar 
Mr. O’Neill has been with the’ 
for 30 years. 
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es, they are safe to cook in 


LL COOKING utensils advertised in Good Housekeeping 
are safe to use. Good Housekeeping determines this fact 
by tests before the advertising is accepted. 

First of all, utensils are examined for their surface imper- 
fections. It is essential that the surface of a utensil be smooth 
and that it have no crevices that might collect dirt or food 
particles. 

The utensil must be safe to cook in—so we boil tomatoes 
and solutions of food acids in utensils for seven hours when 
testing them. Chemical analyses are then made for the 


presence of harmful substances. 

The utensil must be durable. It must clean easily. It must 
be suitable for its purpose. It must justify the advertising 
claims made for it. All of these factors are determined by at 
least a two months’ use test during which the utensil is care- 
fully examined each time after foods have been cooked in it. 

The same care that we take in the testing of cooking 
utensils is applied to all products advertised in Good 
Housekeeping. The confidence readers have in its advertis- 
ing pages is justified. 


Good Housekeeping 


[| EVERYWOMAN’S 


MAGAZINE ] 


‘ - stint % P, j y vy “ és Rae Fram : Sites ‘ ea ea ‘4 MQ iy - a ; atid oe tg t is te se ; wails “a Peas ae. oe bes 
PE ee a 
 —— lr et, — es. 
6 = es - wf . 7 J 
“a x ¥ a ae . ai ‘ a : >” ait 
ae rin 
» } Se oe es, 
i vor OE ie F ae < . 
"ig if : Sco et, “ , . —* ag re 
= ~\ - 2 OP — —— Pty Se a : A 
ee : % Vea ss es. =_ 
Ly ae a ead . aA 7 he ae . re en : é 
: * # 5 : ; . j F ~ : = ee 
d . ne i ‘ : - «i 
2. F re = e 3 sae Be ee a “7 ; : : 
se . * ss am pe a = Pe ee " : ae " + is ; : ‘ ‘ 7 
: 4 "S hp a , ° SS” RRR RR Ce STS . r ae * ‘ » . 
ly 3 —_— oe . aa Ry . sy ; 
Is 4 * --* sy Pe : > - ’ 
or a ie ci _—.. | ' a 
; 4 2 at rn re : 4 
\C- f AG ors “ . ‘., a “te, ee 
ie- ¢ a : ; Ry ’ ae. om ¢ : wie? ¥ 
AG. Gee ae ] ; 5 a, he ms » ry 
re in os sent 4 # Site a he: sia § Re: 2 es , 4 . Seer <i . a e ¢ : & 
te ‘ ‘ YE ove a, Ja ; - 3 . oa . “ea. i ar ‘ a 9 7 . 
nd | a Ft aN | : ss Be ; do. \ ».ie. ~\ Vio : | Z 7 
- eS " is, ss 4 y " ; a ‘ ; ~~ a 3 
an ¢ a “.. { ba te, &£ fe Ba ¥ . Tn aN ; a x . 
be- | é > “ae. = al — S a. 7 4 ;  % @ Fe a 
a ; 5 A “ig 8 es ' , - : . ’ . ‘ 5 sd ie 4 Ree Se At / r : s : 
ub- | i e ‘ * i. % . ‘ ‘teat ‘sg 5 hy 7 ee & 
lige * as ‘i OS : . ‘ ~ = + “es, Sa a 3 ~! . a as ; 
est Rie gg % * ‘ i eo  . J es ts 8 . é i ‘ 2 ne Diss aS 
ly | be Ps - | y . y ; . - ts 9 . : 4 , : ta | . - : Pr ‘al ~ . ‘a | 
— ee - r , ‘ = Be. bod = , ail ee J ; $i a Min < ™ < t 
ent ie . =—s° : et . 4 se ag. ff MS . 4 ae 
int- ee ee oer eg 7 ok a *. = : — "Sas ae rig be : 5 
ate é 7 “ ‘GS, *, e y ‘i ‘ eee 
aia # & hg tl mm » . ‘ : 
ded me £: f Yi a.  @ * x 
ay- ; Be . 2 # — 7 i ee .% = a ; x a s ae ‘ : : ‘ . 
. os *L- sd : f/ ss f £ ee 4 % i 4 a F “8 a ot : = : ; 
ess | Co ie 9 -_ 2) 9 ef : : b © — 
ard a "] | nl oe | oS a ie a ‘2: wee og, . 
own es : : : ie: ey : | kas ree BFP & F. : oe 4 
ve "dl _’ ‘e . ie — ae - .. Aa 
; -, ud - en he > te &g 
pub: . ; is > a. = i 
and & — Ne =. ‘q ee 4s ig , ae 
i es ag ™ q e “ a ‘ A aa a : P ae se « , & i = a Bi x at ee if ; 
= i. i a : :  ¢ % “fe. ja fe J 7 
& i 4 e & -_ j ie 5 Ria * . mee AS ey - - cat , 4 
P| 
/ re 
Dor- 
antic 
Neill 
ch 1 
firn 


18 


ADVERTISING AGE 


March 29, 1937 


Voice of the Advertiser 


No Cause, Says Sanders, 
To View With Alarm 


This department 


To the Editor: I am always 
amused from the rise one gets when- 
ever anyone pricks the _ sensitive 
skins of the newspaper or advertis- 
ing tyros It would appear that 
deep down in their large, altruistic 
souls there comes an _ occasional 
qualm lest some of their “stuff” is 
not quite all that it should be, simon 
pure 

The surest way for the publicity 
hound to get his due through the 
press, as I have observed newspa- | 


pers over a long period of years, is 
something flattering about 
advertising. It now 
the educa- 
adult education. In line 
with this movement is consumer 
education. <A startling thought this, 
the fact that should continue to 
learn outside classroom. 

Yet it’s things, 
the Townsend which 
popular fancy. As one who believes 
in advertising, through studying it, 
practicing it, and now teaching it, I 
see no reason to “view with alarm” 
the few critics here there who 
approach advertising negatively. 
These people talk privately and 
publicly, their fields, with 
profound but with very lit- 
tle on the ball. 

Personally, I want 
know all there is to be said about 
advertising and I don’t especially 
care who says it. If there is a litera- 
ture growing up which ad- 
vertising, there must be some good 
reason for it. Bruce Barton, Collins, 
Kallett, Schlink, Chase, sinners and 
saints. It takes the one to appre- 
ciate the other. Further, there is a 
dearth of stimulating reading ma- 
terial about advertising, excluding 
text books, to provide a both com- 
prehensive and interesting reading 
course in advertising. 

C. L. SANDERS, 
Assistant Professor of Adver- 
tising, University of Iowa, 
Iowa City, Ia. 


Cold Facts Impress 
The Hot Situation 


To the Editor: Congratulations to 
ADVERTISING AGr for the current 
series of articles on the presentation 


to Say 
the virtues of 
so happens that vogue in 


tion is for 


one 
the 
one of those 
plan, 


like 


grips 


and 


outside 


finality 


my students to 


attacks 


of advertising in university class- 
rooms! Perhaps these cold facts 
will make advertisers and_ their 
agents realize the rising strength 
and volume of public antipathy to 
advertising. 

As one of a small group of in- 
terested members of the Women’s 
Advertising Club of Chicago, I have 


devoted much time and effort to the 
defense of advertising before stu- 
dent bodies and women’s clubs these 


last few vears. 

The situation is serious. Mr. Wal- 
lace Meyer to the contrary. Too 
much to the discredit of advertising 
and almost nothing good about it 
reaches the consumer's ears. 

The words of Messrs. Schlink and 
Matthews, Professors Carlson, 
Douglas and Kyrk. and Miss Phil- 
lips are taken for gospel by Mrs. 


Consumer who places great confi- 
dence in the findings of Consumers’ 
Research, Consumers’ Union, Con- 
sumers’ Councils and other organi- 
zations made to appear as though 
under government sponsorship. She 
hears them debunk advertising 
and reads thoughtfully the books 
and pamphlets telling her to heware 
of advertising claims. 

Future home-makers 


get a great 


deal of this mis-information § in 
school. One student is said to have 


that the 
contest ought 


naively suggested last year 
subject of your 
to be “Does Advertising Benefit the 
Consumer?” I’m willing to wager 
half the themes would have replied 
in the negative. 

Contact with 
small and large 
home-makers and 
schools and clubs, 
most women judge all advertising 
by that small percentage which is 
admittedly false or fraudulent or in 


essay 


women in groups, 
with individual 
with leaders in 
convinces me that 


is a reader's forum. 


Letters are welcome. “ 


cl MAKE BLAKE WRITHE WITH RHYME 
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This picture inspired the following poem from C. W. Blake, of Al Fresco Adver- 


tising Co., 


taste. That is why 
corrected to blot 
out this erroneous impression of ad- 


vertising. 


violation of good 


these evils must be 


Alert advertising men and women 
|realize the importance of publiciz- 
ing the good that advertising does. 
Your essay contest directs favorable 
attention upon advertising. May the 
coming generation of buyers see it 
in its true light! 

LAURA ALTA JOHNSON, 


Chicago, II. 


CO-I INCIDENTS 


Are You Expectin 
QUINTUPLETS? 2 


racrony: 1801 $. MICHIGAN AVE. 


3427 @ MOCBEVELT RE ; * 


AVENUE 


nn euty “ race PARE: xnG svc © ot eur FA 


"Preferred position" for this insertion in 
rotogravure recently caught the attention 
of an advertising eye. 


Society Beauty Gets 
Fast Wedding Send-Off 


To Copy Cub via the Editor: Nice 
Tie-up! 
Joun H. MILLER, 
Frank Presbrey Co., 
New York, N. Y. 
vvwey 
Business Gets Value 


Received From Students 

To the Editor: Classroom studies 
and field work are combined in two 
years of marketing and retailing 
courses at the University of South- 
ern California and_= students are 
paid by for selling and ap- 
prenticeship work well as field 
time in market surveys. 

We that merchants 
received. 


stores 
as 
feel get value 
Trurston H. Ross, 

Director, School of Merchandis- 
ing. University of Southern 
California, 

Calif. 


Los Angeles, 


| 


St. Louis. 

To the _ Editor: Reflections on 
viewing a photograph of “The Quin- 
tuplet Kids” 

No, we are not impersonating that | 
famous five, 

We are just five kids, glad we're 
alive! 

There was no “country doctor,” but 
we’re healthy, and how! 

And so far we have lived on Na- 
ture’s own chow. 

But the attendant publicity regard- 
ing our birth 

Gives us top spot, with the “kids 
on the Earth.” 

And that makes “U. S.” famous, so 
we'll tell you right now 

We will be glad to drink milk from 

a contented cow. 

It will also be satisfactory to use} 
our name 

In connection with breakfast and a 
certain grain. 

Then there is a soap that school 
girls choose, 

It’s easy to say that’s the brand we} 
use, 


And a Kid must have syrup and the 


best brand we know 

Begins with a “K” and ends with 
“oC.” 

Now you'll say we're too young to 
bother or care 

About how we are raised or what 
is our fare 

But. if people will buy brands be- 
cause of our name, 

Then we'll take the money without 
any shame. 


C. W. BLAKE, 
Advertising Co., 
St. Louis, Mo. 


Al Fresco 


* VF 


Professor Husband 
States His Position 


To the Editor: It is small won- 
der that some of us tend to be skep- 
tical about the truthfulness and 
sincerity of advertisers, when the 
editor of an advertising journal mis- 


leads. I have just read your ac- 
count of my course and my state- 
ments in ADVERTISING AGE for March 


1, which incidentally was sent to me 
|} by a friend in New York. 

I did not, and do not, disapprove 
of all advertising, nor would I fa- 
vor its abolition. Publicity is  in- 
dispensable. There is no inconsist- 
ency between what I said and the 
State of Wisconsin advertising dairy 
products and recreational facilities. 
But if it claimed that eating cheese 
increased life by ten years, or that 
there was a species of fish to be 
caught which did not exist in the 
state, I would condemn it. 

I do not tell students not to buy 
things. My premise, which I told 
you, was that we are bound to spend 
100 per cent of our incomes, 
should spend wisely and to best ad- 
vantage. 

I did not, and do not, claim every- 
thing in Consumers’ Research and 
books by Chase, Schlink, Kallett, 
and others, as 100 per cent accurate 


so 


}or not exaggerated in any way. I 
told you that I considered it “at 
| least as true as the average of ad- 
| vertising.” 


IT am not apologizing for my posi- 


| were 


| “Rough 
March 
|} that you refer 


| using Ready Kilowatt for 
| three 


| 


tion in any way. I intend to con- | 
tinue presenting both sides. 
R. W. HUSBAND, 
Department of Psychology, Uni- 
versity of Wisconsin, 
Madison, Wis. 
P. S. Relative to your claims of 
advertising reducing costs and in- 
creasing profits, did you notice that 
American Tobacco stock tumbled 15 
points on announcement by the 
president that although earnings | 
had gone up somewhat, so much had 
to be spent on publicity that profits 
reduced about 25 per cent? 


| ‘Speaks Up "tor Reddy 


Kilowatt’s Big Brother 


the Editor: I notice in the) 
Proofs” column of the! 
issue of ADVERTISING 
to Reddy Kilowatt as! 


To 


15 


| a new trade character in the elec-| 
| | trical field. 
| . 
While I appreciate the word new} 


can be purely relative, 
I would like to call to 
|tion the fact that we 


atten- | 
have been 
well over 
years, having adopted him in 
December, 1933. 

In fact, we have the distinction of 
being the first electric utility in the 
country to use this now famous 
symbol of electric service. 

ERNEST R. LAws, 
Advertising Manager, 
Electric Co., 

Philadelphia, 


vvwegy 

Bank of America Would | 
Have Ranked Seventeenth 

To the Editor: It is interesting | 
to note in reviewing Media Records 
report in your March issue, that | 
had our client, Bank of America, | 
been included it would have rated | 
17th place in combined lineage used | 


your 


Assistant 
Philadelphia 
Pa. 


by any one advertiser. 
Just by way of proof, we quote 
the following figures: California | 


newspapers, 
pers, 16; 
1937: general 
miscellaneous, 


total lineage budgeted for 
schedule. 2,440,368: 


464; Eastern newspa- | 
30,982: lan- | 


foreign 


BIG BROTHER READY 


Sighily higher oe budget ples ener terme 
LIBERAL TRADE-IN ALLOWANCE! 
At All Our Stores 


PHILADELPHIA ELectric ComPpaANYy 
Electricity Is Cheap in the Philadelphia Area 


vou 
vorted gote are mode tus and A 


Ace | ae gg Electric Company's Ready 


ilowatt is a big boy—3 years old— 


and a big brother of Puget Sound's new 


Is 


nevertheless | S¥Uase, 


pé 


ci 
th 


is 


pi 
to 


| in 


“Baby” Reddy. 


437,542, and Eastern news- 
apers, 6,272. 
Of course 
ties selected 
e nation as 
worthy of 


we realize that the 100 
are representative of 
a whole; however, it 
comment that a Cali- 


| fornia institution confining its news- 


iper advertising almost exclusively 
its own state should rate so high 
the nation’s lineage scale. 
CHARLES R. STUART, 
Charles R. Stuart Advertising, 
San Francisco, Calif. 


New York area. 


be made. 


or more. 


Keystate will have available as 
of April 15th 
painted walls...in the Metropolitan 


. a select group of 


@ Due to the increasing demand for 
... special walls of this type... we 
would suggest that early reservations 


@ These are special wall locations... 
covering main arteries ... and not of 
the general coverage type .. . special 
prices will be quoted on groups of 10 


356 E.42™ST. 


Keystate | Outdoor Adv. Ca. Inc 


NEW YORK, N.Y. 
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LET'S BE 


The Lithographers Crit- 
icism Begins Here . 


The Criticism of the 
Agency and the Adver- 
tiser Takes Place Here. 


‘How does Vac-Cup-Bac 
Poster Paper work on the press? 
How does it help reproduction?”’ 
These questions are the basis for 
the lithographers criticism of 


fooled. Vac-Cup- Bac Poster 
Paper meets these require- 
ments. 


POSTER PAPER 


Wah e POSES CMON T NAREERET Bs i Sa ta: 


si ae «Pay 


"WEST "VIRGINIA PULP A AND PA 


TIME —_— 


poster paper. And he can’t be 


ad 
Enel 
= ae 


GOOD TASTE 


The same poster, on the panel, 
meets another sort of criticism, 
equally exacting. On the panel, 
where its exclusive posting prin- 
ciple performs, plant operators, 
agencies and advertisers pass 
judgment. Again, approval. 
It does lay smoother for the 
entire posting period. 


+Pore’s ‘VAC-CUP-BAC’s Gorvice Guarantee: 


The diamond-shaped Vacuum Cup, an exclusive principle in 
poster paper, gives VAC-CUP-BAC greater sticking qualities 
and smoother appearance ceri the entire life of the poster. 
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Stiles Show | 
Wall Paper No | 
Wall supees 
| 


KBostyus, March 24.—Part of a na- 


ional campaign to stimulate the in- 


dustry, many new uses for wallpa- 
{ were exhibited in the Wall Pa-| 
pe Style show at the Hotel Brad- 
ford here last week, under direction 
§ Roberts-Everett Associates, New | 
York City, the Wallpaper Institute | 
f New York City and local wall- | 
yaper dealers 

Wallpaper was shown to be in| 
suse now not only for mural deco- | 
ration but as a covering for bridge 
fables, screens, wallpaper on _ win- 
iow shades, on waste-baskets, on 


1001 


panels and for covering of the 


for 
troduced, 

enlisted to 
signed as a replica of wallpaper in 
the where 
worn. 


WALL DRESSES 


THE PAPER HAS IT 


Wall paper promoters give a workout to 


this model 


on Isabell 


Kimball, 


musical 


comedy star. 


headboards of 
application of 


Unique 
women’s 


room 


Surrealism 


“summerwear”’ 
with 
plan 


also 
the first time into the wallpaper in- | Institute. 


beds. 


was 
department 
to sell cloth 


clothing will 


has entered 


wallpaper 
in- 
stores 


de- 
be 


for 


| 
| 


| bizarre 


Summer Costume motif is stressed for 
wall attire in this girl-wall display for the 
wall paper industry. 


with a series of novel and 
patterns. One surrealistic 
pattern of unusual interest con- 
tained a figure showing a _ huge 
flower with an alarm clock in the 
center, and a string of tea cups and 
three guitars showing. 

Plans also are being formulated 
for an extensive advertising cam- 
paign in the housing field by the 


dustry 


BRISTOL-MYERS 


br 
ranks of 
month, backed by Bristol-Myers Com- | 
pany, through its subsidiary, Rubber- | 
se 


bl 


ack 


TO INTRODUCE 
DENTAL BRUSH 


Double Duty’ Advertising 
Opens April 17 


New York, March 26.—A new tooth 
ush, the “Double Duty,” will enter 
national advertising next 


t Company, Newark, N. J. 


Full color bleed pages, as well as| 


and white are scheduled 


through Pedlar & Ryan, Inc., in Col- 


lier’s 
Post, beginning in the latter’s issue | 


and The Saturday Evening 


of April 17. 


The Double Duty brush, selling at 


50 cents, earns its name for fulfilling 


the 
teeth and massaging the gums. 
de 


of the 
It is 


“utilitarian” 


two functions cleaning 


scribed as having a 


head, and a 45 degree-angled handle 


which makes the gum massage 
almost automatic through a rotary 


motion. 


With ordinary brushes the 


rolling motion for gum massage is 


said to 


be difficult, and frequently 


omitted by consumers. 


The new census figures 


show the South 


has grown in population twice as fast as 
the U.S. since 1930. Among the first ten 


in rate of growth, 7 are Southern states. 


With the continual influx of population, 
industry and capital, the South is today 


America's fastest growing industrial and 


consuming market. 


Over 500 advertisers, including most of 


the leaders in their lines, are effectively 
using W. R. C. Smith publications in 
securing their share of the business in the 


active Southern territory. 


W-R->C-+> SMITH PUBLICATIONS 


Grant Bldg. 


oe 


SOUTHERN 
COTTON POWER 
‘ JOURNAL 
Covers the Textile in reaching Southern plant 
dustry in direct -propor- owners, superintendents, 


tion to activity — 75%. 
South, 25% North. 


MORE THAN THIRTY YEARS 


chief engineers and mas 
ter mechanics 


ATLANTA 


Represented in Principal Cities 


Ase ORs RRNMMIPES GCS > 
pioellgie il 

=f % it ist wy : 
RAVAGE GL 
Nenagh)? Is“ 


T 
automuries ELECTRICAL 
JOURNAL SOUTH 
serving the entire trade— The one publication read 


distributors, jobbers, deal- 


ers, 
tions. 


garages, 


service sta- 


HELPING 


in the South by deale 
jobbers, contractors 
engineers alike. 


ae 
- 4 . a K re 
i ‘ TEES OU} 
yarn ae 


ea 


rs. 


and 


SOUTHERN 
HARDWARE 


Goes to all worth-while 
jobbers and dealers in 
hardware and farm oper- 
ating equipment. 


BUILD TRADE IN THE SOUTH 


Work on the development of the 
new brush was begun in October, 
1934. Preliminary surveys estab- 
lished the following generalizations: 
that the brush should be small; the 
bristles should be fairly long, and 
the bristle-tufts should be spaced 
rather widely; the handle should be 
inflexible, and should not be curved 


Question 10,000 Dentists 


next step was mailing a 
questionnaire to 10,000 
who asked to 


The 
torial 
tists, 


pie. 
den- 
expres 


were 


SHAPE CHOICE 


WHAT SHAPE SHOULD THE HANDLE BE HOW LONE SHOULD THE WAMDLE BE? 


<= 59% 


6’-0%" 57% 


| 
} 


| | mee IDM 5° 12% 
telal 10% TT" 6% 


5%" 6% 
Tela \OO% 


Bristol-Myers Co. presents results of a 
field test on shape preference for tooth 
brushes. 


preferences and comments on 21 
points regarding brushes. This was 
followed by a “road test” of the new 
Double-Duty brush among 2,000 den 
tists and oral hygienists, 93 per cent 
of whom expressed approval, and 73.5 
per cent reporting a definite prefer- 
ence for it. 


Change Handle Design 


Rubberset officials are aware that 
the radical change in handle design 
will meet some objection from those 
who are anxious to fit their tooth 
brush holders, and meet this resist- 
ance with the statement that “Double 
Duty was designed to do a double 
duty, not to fit a color scheme, or 
decorate a room.” 

Announcement of the mew product 
follows closely upon the statement 
made in the annual report of the 


LENGTH LEANINGS 


Length of Battle. Speciag of Brittles 
of oe Spacing of ‘57% 


%° 
%” 18% matt than. %° 27% 
c 7 8% bus than" 162 
vatialions. 8% Sohal 1OO% 
lolal IOO% "1 


In this chart dentists expressed prefer- 
; ences on length and spacing of bristles. 


| Bristol-Myers Company by Henry P 
| Bristol, president, that the compatiy 
; would henceforth alter its expansior 
| policy by developing new products 
| rather than the purchase of estab 
{lished ones, because of the surtax 
'on undistributed profits. 

Mr. Bristol pointed out that as a 
result of the new law, the compan 
;can no longer build sufficiently large 
‘surpluses to be used for the acquisi- 
tion of established products without 
| paying a substantial premium for the 
privilege. He stated that at least 
OW new product would intro- 
duc4#4 to the public in 1937. 


i 
be 


Maid’s in the dining 
room, putting the 
soup on; Ma’s in 
the living room, 


clipping a coupon. 
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Wihfpdeled, NDD “TRUE STORY 
| AS MILLIONS OF WAGES CLIMB 


PAY RISES make wage-earners QUALITY buyers — 
Camphell’s see TRUE STORY opening new channels 
for sale of FINE SOUPS. 


a ee Se 


ew i | 
en éé 
r Ur Ur Unt GO 
er- AY increases mean more : | 

sales to wage-earner families. That’s , “TRUE STO RY” RE ADERS: 
hat why we are adding True Story to | | 
mee the list of magazines in which —76- LIVING = ie 
= Campbell’s Soups advertising will BETTER: fl | 
ible i 


— BETTER THINGS TO EAT 


Thus H. F. Jones, Advertising | [Et 
ent Manager of the Campbell Soup | | | 
Company, points out his Company’s 
response to the significant shift 
currently taking place in the nation’s 


3 
; 
i i 


i : 
| | 
| 


} 


7 7 buying picture. Campbell’s want to 
2 lose no time in reaching with adver- | 
al tising this biggest new quality mar- + 
fer. ket in the world. 
i” For True Story, always a power- 
pally ful influence upon the great mass pnt 
oe of American wage-earners, is right 
ond now stepping into an era of unprec- hi BES 
- edented power in the selling of quality eee ee ; a 6 + es 
~~ goods, too. Wages are increasing, 1H +: ‘ + 
isi: and wage-earners (always, as a class, ao aee 
ere good spenders) are casting about ree ie 
= for better things to buy. More 4 aneEe 
money in pay envelopes means ee reer 
more money to spend. For what? tt : 
ng For the things the wage-earner and his Bree 
family care about, read about, want Tie ae 
he to enjoy— the things advertised in jm BEE ES 
i the only major women’s mag- a 
in : , 
azine edited for the wage-earner #5 : 
m, family market —True Story. | 
' 
on. | 
Wage-earners are moving 
up to better living and 
better things. Are you, like 
Campbell’s Soups, moving 
into True Story to meet’ 
them? Now, while new 
quality-habits are form- Ti ils Aanaidnate 


ing, is the time to act. America’s favorite biggest new 


soups — quality market. 
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New Products 
Are Launched | 
by Admiracion 


Harrison, N. J., Mareh 25 Ad- 


miracion Laboratories, Ine today 
prepared to launch an enlarged ad 
vertising and sales promotion pro 
am behind two new _ products 
Foamy Oil Shampoo and Hair Tonic | 
nd Conditione! 
The company’s advertising ap 


ropriation for 1937 equals the total 
umount spent in 1934, 1985 and 1936 
April 18 is the opening date for a| 
half hour evening radio show over 
network 
The program, to run 52 weeks, will 
star Bunny Berigan’s band and the 
comedy team of Tim and Irene. 
Augmenting the network show will 


an MBS coast to coast | 
| 


lin charge of sales promotion. The 
account is handled by the Charles 


Dallas Reach Co., Newark, N. J. 
Singer Opens Campaign 
Philip A, Singer & Bro., Inc., New- 
urk, fur dyeing and processing, will 
launch its first consumer advertising 


campaign this summer in women’s | 


magazines, following an advance 
campaign in business papers. Radio 
will also be used. Albert-Frank- 


SEARS SAYS IT 
HAS A DUTY TO. 
SUPPLIERS T00 


iuenther Law, Inc., has bee ap- H 
ee ese a vd the Peace all . Report Discusses All Angles 


Burnett Promoted 


Houston H. Burnett has been ap 
pointed sales director of Belknap 
Hardware & Mfg. Co., Louisville, Ky.., 
for North Carolina, South Carolina, 


Virginia, Florida, Georgia and Dis-| 


trict of Columbia. He has been with 


| Belknap since 1928. 


of Relations | 


Chicago, March 24.—That a big 
corporation has responsibilities not | 
only toward the public, its employes | 
and its stockholders, but to its sup- 
pliers, was emphasized by Sears, 
Roebuck & Co., in its annual state: | 


L 


j PRINTING 
POLISHING 
Grery Grenaee Gnd 


DISPLAY MATERIAL GOES ON DISPLAY 


FORMING 


LAMINATING 


Displays and price tags made from Lumarith are being presented in this new 


be 


Lions, 


mances, 
Review, 
Evening 
Screen, plus a selected list of busi- 
magazines. Sunday newspapers | 


ness 


will 


Dickson 


Collier's, Cosmopolitan, Good 
Housekeeping, McCall's, Modern Ro- 
Modern 


in 11 national agent 


| Corporation, 
Screen, 


in 15 large cities. |poration, Ne 


earns SE ¥s a ‘ . poe 
Flory, formerly with | eontrol of Continental Color ( orpora- | Wood, 
Eddy, has been placed |tion. Cleveland. 


Robinson in New Post 

Ward R. Robinson has joined the 
|magazine division of F. W. Dodge 
New York, as business| the bulkiest 
he Architectural Record | company. 

| ended Jan, 
$30,660,198. 


New IPI Plant | “By large 


Pictorial | manager of T 
Radio Stars, The Saturday|\and Real Est 
Post, Screenland and NSilveo 


International Printing Ink Cor- 


ate Record, 


w York, has acquired 


Why Grandm 


ment for 
document, going far beyond the fis- 


cal accounting to stockholders, was — a 


scale purchases made | 
|of manufacturers during dull sea- | level out 
| eene,” the joint report of Robert E. 

president, and 
| Rosenwald, chairman, said, 


issued today. The 


the history of the 
ue) } 7 . , y 2¢ » : ea: £ 
pront for the yea | sponsibility to the public. 
1937, amounted to 
“Manufacturers are 
their production 
and keep employes at work 
Lessing J.|the payroll when otherwise 
“Your/tion of this merchandise 


a Has 


a Horsehair Sofa 


i 


She bought it in Her “Age 


Today, as in grandma’s time, young people “accu- 


mulate”’ between the ages 


of 25 and 35 most of 


the things they carry with them through life 


OFA STYLES have changed 
five times since Grandma was 

28. Yet, her old horsehair sofa is 
still doing heavy duty. The chances 
are, Grandma wouldn’t trade it in 
for a new streamlined divan on a bet. 

Who ts buying all the modern 
furniture, the gleaming § refrigera 
tors, the electric ranges? Naturally, 
it’s the young home builders peo- 
ple between 25 and 35. 

During this 10-year period in- 
comes rise, children grow up, homes 
must be bought and furnished. 

\fter 35, the demands of a family 
for most consumer goods lessen 


IT PEAKS HIGHEST IN THE 


rapidly. Old age beckons, and money 
goes Into savings and education for 
the children. 


How can advertisers reach these 
people who are the best buyers? 


By selecting media and writing copy 
that will reach and appe al to this great 
buying group between 25 and 35, adver- 
tising effectiveness can be increased 

Cosmopolitan, of all the large national 
magazines, most nearly parallels the 
market for goods. 

here is no fner medium for reaching 
and selling people between 25 and 35 in 


the “Age of Accumulation.” 


Copyright, tos7, Hearst Magazines, Ine 


of Accumulation” 


MORE BUYERS AND MORE COSMOPOLITAN 
READERS IN THE “AGE OF ACCUMULATION” 


ise Oty: 


4 


\ 

Composite Chart of Commodity Buyers— 
People between 25 and 35 buy 35.2% of all 
radios, new cars, vacuum cleaners, floor cover- 
ings, refrigerators, ranges, washing machines 
and homes —as shown by the purchase of 
over 100,000 separate items. Note how closely 
Cosmopolitan’s readers parallel this group in 
the ‘Age of Accumulation."’ 

(Figures trom surveys by Market Research Corp 

of America, a leading automobile: tinance com 

pany, and the Starch magazine studies.) 


“AGE OF ACCUMULATION” 


COSMOPOLITAN prints 
more best sellers and top- 
rank short stories than any 
other magazine. That’s one 
reason Cosmopolitan builds 
and holds 36.2% of its 
audience between 25 and 
35 in the ‘‘Age of Accu- 
mulation.’”’ 


Aid to Manufacturers 


exhibit of Celluloid Corporation, New York. 
and grease proof and indestructible. 


enabled to 


curves 
and on 
produc- 

would 


The material is said to be water 


|}company is discharging a double re- {heighten seasonal production peaks 


” 


}and deepen production valleys. 

The report said that Sears, Roe- 
buck & Co. are now dealing with 
6,461 manufacturers, of whom 294 
have been selling the mail orde 
house for a quarter of a century or 
longer, 1,292 for more than 15 years, 
3,045 for more than 10 years and 
4,460 for more than five years. 

“Business relations like this with 
/companies not financially connected 
with Sears, Roebuck & Co. do not 
endure in this way unless they are 
mutually satisfactory,” the report 
commented. 

Speaking of the public, the report 
said that Sears, Roebuck & Co. have 
willingly accepted the responsibili- 
ties implied by the company’s posi- 
tion. It also told in detail of the 
employes’ saving and profit sharing 
fund, established by the late Julius 
Rosenwald 21 years ago. This fund 
received $1,699,647 of the com 
pany’s 1936 profits. 


Instalment Sales Grow 


Growth of instalment accounts 
was emphasized in the report. 

“Such balances have’ increased 
$22,000,000 or nearly 68 per cent in 
the last year,” the statement said. 
“Instalment sales have increased in 
larger percentage than cash sales. 
though the latter uccounted fol 
nearly 80 per cent of the business. 
instalment reserves have 
been set up. These reserves are ap- 
proximately $2,500,000 more than if 
based on our worst experience dur- 
ing the depression.” 

The company paid over $12,000,000 
in taxes in 1936 to state, Federal 
and local governments. Its inven- 
tories are $19,000,000 higher than a 
year ago. 


Ogden, Utah, Forms 
Advertising Club 


Chauncy West, president of Ben 
Lomond Hotel, Ogden, Utah, has been 
elected president of the newly 
|formed Ogden Advertising Club. 
|} Al Hyde, Scowcrofts and Sons. was 
|named vice-president; Lyman Pierce, 
Fuller Co., treasurer, and Louis F 
Haller, Standard-Ezxaminer, secretary. 


Teavy 


YOU MIGHT 'TRY 
TO TEE OFF WITE 
A BILLIARD CUE.. 


but you'd never make the 


green! 


It's equally inept, when golf is 
in the air, not to make the right 
approach to America’s Golf and 
Country Clubs. 


With the best vear sinee 1929 
looming ahead. these clubs are 
buying myriad club house prod- 
ucts RIGHT NOW. 


You’re on the green when you 
advertise in Club Management, 
the ExcLusIve business paper of 
95% of both Town and Country 
Club managers and directors. Get 
in on the big buying done in May 
by reserving your space now. 


CLUB MANAGEMENT 


5S. Wabash Ave. 551 Fifth Ave. 
Chicago New York 
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“The station KFRC has very good 
reception at our house. One thing I like 
is that they have a lot of news, and a 
lot of good orchestras in the evening. 
1 think the programs are better than 
before.” 


“I listen to your broadcasts every 
day, and think they are more interest 
ing than any other station.” 


“I've enjoyed my radio so much 
more since the change to the Mutual 
Network. I get a much better variety 
of programs.” 


“Have always enjoyed your pro- 
grams more than any other stations, 
and found your broadcasts better and 
clearer than all others.” 


SAYS THE PUBLIC 


B pln 


KJ... 
KFRC.. 
KGB... 


DON LE 


7th and Bixel Streets 
LOS ANGELES, CALIFORNIA 


Lewis Allen Weiss 
General Manager 


; . ++ San Diego 
KDB..... Santa Burbara 
KFXM....San Bernardino 


“In fact | tune in mostly to your 


Mutual—KFRC here in San Francisco. 


“I hope you will keep your good 
programs on the air.” 


“I like all the new Mutual pro- 
grams much better than the old.” 


“Having been an enthusiastic lis- 
tener to the Don Lee radio programs, | 
was afraid that when you changed to 
the Mutual System, that your usual 
high rate class of programs would be 
affected. However, am happy to say 
that I like your new programs better 
than ever.” 


“The entrance_of the Mutua! service 
onto the Pacific Coast has put our iso- 
lated Pacific Coast right up into the 
tempo of modern times.” 


“As a whole, the programs we get 
over the new hook-up are better, more 
interesting, and more diversified—and 
I hope that.the one or two programs 
which are still coming over Columbia, 
will soon be switched to the Mutual. 
We feel that the average of the pro- 
grams is much, much better.” 


“I am very pleased to say that I like 
your programs very much since the re- 
cent change. 


.. ++ Los Angeles KPMC....... Bakersfield 
.. San Francisco KDON Monterey-Del Monte 


KGDM......... Stockton 
KVOE....... Santa Ana 
KXQ......... El Centro 


AFFILIATED: WITH MUTUAL BROADCASTING SYSTEM 


Hi there, CBS, there’s plenty of radio 
broadcasting business for everybody! And 
we didn’t think much of the truck in that 
double truck you ran in “Variety,” March 
tenth. Because you can’t tell a whole truth 
with half facts. 


Nobody we ever heard of would deny that 
the Columbia Broadcasting System as a 
whole is a swell network. So, why not ad- 
vertise what you have instead of dragging 
us into the picture and trying to point out 
what we haven’t? Seems to us that would 
be better cricket. And more convincing 


advertising. 


Sure you’ve got a couple of stations out 
here in California. Two in fact to cover 
California for Columbia. Why, Califor- 
nia’s a thousand miles long and two hun- 
dred and fifty miles wide. You wouldn’t try 
to cover Boston with WABC, now would 
you? 


The Don Lee Broadcasting System covers 
California with ten stations. If you had 
that, you’d really have something to talk 
about. We’d like to suggest that when next 
you make a survey, you tackle San Diego. 
Why you haven’t even got a station down 
there. We have, so that our advertisers can 
tap the $94,000,000 annual buying: power 
of that market. We could also point out 
that CBS has no stations in Santa Barbara, 
Monterey, El Centro, Santa Ana, Bakers- 
field, San Bernardino, Stockton. But on to 


other business. 


An advertiser who buys fifteen minutes 
nightly, five times a week on your entire 
(two station) California facilities pays 
$1650.00. The-same deal on our network 
(ten stations) costs $1253.75 per week! 


What, no listeners? With people on our 
network like Eddie Duchin, Cab Calloway, 
Ted Weems, Guy Lombardo, Horace 
Heidt, Anson Weeks, Leo Reisman—with 
the best pumped west from WOR—WGN 
—WLW—and other Mutual Broadcasting 


System Stations—come, come, CBS! 
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Essays from 18 STYLEARBITER fy, ent wis 2" CEE UT DISPLAYS | __ SELLS AND seRvEs 
States Already eo honorable mentions in each division | ' 
in for Contest 


1 
will receive $10 each. | 
| 


In order to be eligible, entries must | 
be put into the mail before midnight, | 


May 1, 1937. All undergraduate day 


; oo 
students in universities, colleges, 
high schools and other secondary | 
schools are eligible to enter the com- 


petition. 


Chicago, March 25.—-With entries 
in the ADVERTISING AGE essay contest 
just beginning to trickle in, the wide- 
spread interest in the contest is evi- 
denced by the fact that essays have 
already been received from 18 states, 


1 


| Get Bronze Account Carter Tells Hoosiers of | 
Bl lisiand city, Ny. manufacturer of} Packaging Results 


bronze and aluminum windows, re-| 
volving doors, tablets and architec- 
tural metal work, has appointed/ jydianapolis, Ind., March 25.—| 

Wildrick & Miller, ine., New York, 88} smart packaging and effective store | 
advertising agents. Consumer, archi- | aia alk inate prvotes Se 
tectural and business publications | display will increase sales OD CVen | 


including such widely separated 
areas as Alabama, Colorado, New 
York, New Mexico, California, Min- 
nesota, Massachusetts, New Jersey 
and Idaho. 

Since previous experience has 
proven that more than 95 per cent 


This usable display is given dealers out- e. 


of the total entries come in during will be used. i ow 5 product as shelf pa-| sight by the Kalamazoo Vegetable Parch- ; & 

the final week of the contest, and —_— | per, Sidney Carter, a of ment Co. and has aided in doubling ' 

since local tie-up contests tend to Joy With Clay specialty sales, Kalamazoo Vege: | sales within a year. 
il al ml , table Parchment Company, told the _ 

further slow up the receipt of en- J. D. Joy, who formerly operated “ele et gaa es Club lest | ———— — — 

tries, the wide-spread distribution of the J. D. Joy advertising agency, Des|.__, pews oe = me ne 

the entries already received indi- Moines, Ia., has been named adver-| “°®X: _ | tailer who puts in a specified assort- 

cates nation-wide interest in the Helen Howell, daughter of a Chicago |tising manager of Clay Equipment “The introduction of new pack- ment of KVP household papers. 

combent. pa sage? who e Re Frank | Corporation, Cedar Falls, la., suc-| age wraps, plus a co-operative dis- | These fixtures cost approximately 

Total prizes of $1,000 in cash, plus stylist. Gossiianall ane ak a alas hea a — — rth, saya Maen play plan which we have developed, | 10 ond cont “ the total amount of 
two trips to New York City, are be-| dressed women, Miss Howell thered peony ” bi aaa aor | Senmees caged specialty business in| the original order, ur. areer said. 
sil 2 oe » rowan Genres | mene, IRE. lone year’s >,” he declare The largest is a modernistic metal 

ing offered in the contest, in which] new style ideas at her presentation at | eaianoemnti oa vs - a ri ne meapenertate : P and eno thi Te iv 

high school and college students are the Goust of 9. James. M hi M | now KV P is testing out a third | table ‘caeting $53, W hich is given 

required to write essays of not more | === ae ; a “ pen unery np-tegyl . mereetant & . merchandising, local wits - — order. a he = has 
than 1,000 words on “How Advertis-| judged separately, and first place | je te ee ee a pet hey nc eo uaa os , ~gied — Pong - - ae RP geed ra wal = 
ing Benefits the Consumer.” High} winner in each division will receive] from New York to Springfield ef. ee an Sas 6. eT Cone oa ” ~ : —— oe srg dle 

school and college entries are to be! $250 and an all-expense trip to New| fective April 1 . g , was launched | the re will be no unpleasant encoun- 

- eS AI See ESE ee E _ PAs : in Indianapolis, ters with sharp corners. 

; = = = = lemploying two One department store which put 
| newspaper _ in- in this display table on a test basis 
|sertions a week sold more household paper in one 
|and spot broad- week than it had moved in the pre- 
casts every day vious two years, when the products 
except Sunday were kept on shelves back of the 
over both _lo- counter, according to Mr. Carter. 
radio stations. “We have gone into the business 
| This campaign of supplying these displays for very 
is to extend | | good reasons,” he asserted. “Mod- 
over a_ three lern retail display inside the store . 

‘ ss months’ period | lags far behind retail advertising 
the exciting | and results will Sidney Carter ;}and window display, I believe. The 


hye carefully an- botegeces retailer is tied by tradition 
ne - t e ] ‘ |}alyzed in mapping out a national|and unwillingness to spend money 
1C ure ma 71in | drive, he stated. N. W. Ayer &/on display experiments. Conse- 
VW ’ . 

Pp §a C, not on y 1S Son, Inc., Philadelphia, is the KVP| quently he keeps the barrier of the 
l li | . agency handling the Indianapolis test | counter between his customers and 

Ou Se in ever Oot 7 r 10¢ | campaign. i his merchandise. 

| : > | 

8 y C Magazine | The display phase of the cam-| “In many progressive chain stores, 


| paign is unusual in that costly fix- | practically all of the counters have 


on the newsstands, but it 1S out- tures are given outright to the re-| been eliminated.’ 


y 


selling every one of the nickel Ir 


weeklies. 1 From “the Cat’s Whiskers” 
One New York agency head to Television! 


, emember the little old crystal set and scalp- 
describes LOOK as “The most con- | so / 
centrated package of reader interest’ a. 
he has ever seen. 


—————— ———— — ss ; 


Remember hand-tooled wood cuts for coarse 
reproduction? 


| Yet Tenaplate is here. 


| The world do move! 


The next issue of LOOK will So know you all—you seekers of modern 


| newspaper results—that P. & A. Direct Pres- 


be on sale ar your newsstand sure Precision Mats (working from the new 


Tenaplate Process Patterns) bring new de- 


M lights to the finicky. 

arch 30th. Take a LOOK for | Here, at last, isa newspaper mat that welcomes 7 
° h h assig f fine line and half- 

o Gime Ss 


You've seen these results in many a worthy 
campaign now running—but quit your envy! 


For a price you'll agree is fair, your Campaigns 
can be made to stick out from white space like 
a Lighthouse in a Fog of Type. 


| PARTRIDGE & ANDERSON CO. 


712 FEDERAL STREET, CHICAGO, TELEPHONE HARRISON 3732 


—— 
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SOLDIER 


VICTORIA, British Columbia 


“During the battle of the Somme in 
October, 1916. the cold, wet weather, the 
constant shelling, the horrible living 
conditions and severe strain took their 
toll and on October 2, I crawled from my 
dugout more dead than alive. Headache, 
biliousness, cold and constipation all 
combined to render me practically help- 
less, Fortunately, I had a supply of ENO 
in my field kit, and I immediately took 
a dose. Soon the constipation was cor- 
rected, the biliousness left me, and I 
was again fit for duty.’’—E. A. R.* 


PAINTER 


ST. PAUL, Minnesota 


*T am a painter by trade. Inhaling paint 
fumes, day after day, made my system so weak 1 
lost my appetite, I was troubled with constant 
headaches, and sleeplessness. . . . My wife 
became much alarmed over my condition, 
One night she brought home a trial bottle of 
ENO. Needless to say, that turned the trick. 
I can eat and drink without a single trace of 
headaches or intestinal toxicity.”* — B. H. J.* 


4 
THRILLING indeed have been the 

experiences of many of the users 
of Eno. Yet our files are packed 
with letters from people — can 
honestly say “We know Eno,” 
though ngt all under such dramatic 
circumstances as the cases cited 
here. For 65 years this pleasant-tast- 
ing, gentle laxative has heen mak- 
ing friends in more corners of the 
earth than you can reach by mail. 


Do you know Eno? It fizzes 
fast. It tastes good. It works 
quickly. It is the ideal ally to keep 
vour intestinal tract free from clog- 
ging wastes. Best‘of all, ENo does 
not form bad habits. 

Know Eno! Your druggist has 
it in three convenient sizes, all eco- 
nomical to use. 25c, 60c, $1.20— 
or 10c a glass at the soda fountain. 
Try it today. 


*Signed leuers at J. C. Eno offices, 40 East 34th Street 


New York City, available on request 


The gentle, pleasant-tasting laxative for acid in- 
digestion and overindulgence—for headaches, bad 


breath and skin blemishes due to constipation. 
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THE WORLD-FAMED EFFERVESCENT SALT 
CABLE appRress 
EFFERVENO-NEW YORK Fe \\ (0 BELMONT BUILDING 
MADISON en — graeert 


woRKs 
211-219 HERTEL AVE. 
BUFFALO, N- Y. 
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Chicago, Illinois: 


23, we are sending 


black and white 


Gentlemen: 
e rotogravure 


Replyi 
u, under separ 


duction of ou 
£ the Sunday P 


ng to your Letter of 


ate cover, an 
4 navertisement as it appeare 
° 


yo 
apers 


repro 
section re) 
Our decision 
aavertisiné: 1 of 1936, im ro 
prompted by ularity ° 
the public. 
Tt .i8 our 1ief +hat 


sunday papers recel 
than any other medium 


+he rotégravur 
4tention ana has @ longe® 


ted ci 


yA . ARMSTRONG : OW 


a ilinas 
sy) "YT r 
Ua ial MADE 
a a : 
7 € BY JC EMO (US) LIMITED 


= - 
7 i 4 grr: ay ‘ 
Bd se ee 
aie ie wie 4 ~ 


. 


a . «aa 
¥ iy a 
: . eas of oe se 
4 i +.) eee 
“+ ¥ y - 
c. pees 


\. 
ees | 


, ~ on 
. ten ve 
— Se oe oe ee 
* 
* ee | ero 
Pa 


- 
r . a 
bal P & 
; r “—— 
“ r t — 
. erty eo 
ee , 
« a s 7 ue fe 
oS. , ; 
aw! fr 4 ~ + 
<—- ie - 


esenee 
« ie * @,4 


7 ~ 
iH -_ 
7 a ‘ 
a ~ 
~ 
« 


s 


ee | 
_¢c. ENO (U.S.) LIMITED 
IRERS OF “ENO” 
New york City : 
ee - . c 
66. 
mon of our 
‘ gravure, was | 
f this medium with : 
sation of the | 
— r life : 
n with such cones : pn. 2 
sincerely yours, ’ 
z, ©. ENO (U.S-) LIMITED " 
: a PRESIDENT : 
4 : 
| 
= Ri : 
~ OM 
\ | ; ; ’ “f 
sna tems 7 <* : ; 3 
i oe ; ; q 
| : : ae Ve. £ ‘\ : 
; = ~ % a a e f : Ee 
SOA ON SR Rg © eller 22 RAR AL aS eR Eg} 


In preparing supplementary advertising—booklets, catalogues, 
and broadsides — use rotogravure .. . for the same reason 
that advertisers use the rotogravure sections of newspapers. 
It is the modern medium. It arouses reader interest... pre- 
sents products perfectly... and is unusually economical when 
printed in quantity. For each rotogravure printing need, there 


is a specially designed Kimberly-Clark paper. 


You cam do it better with ROTOGRAVURE 


NEW YORK 
122 East 42nd Street 


FREE COPY of ° 
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DD QUARTERLY 
FIGURES TO ABC 
NEWSPAPER FORM 


Chicago, 23.- 


March Quarterly 
ages will be added to newspaper 
lisher’s statements, as the result 
action taken by the board of di- 
rectors of Audit Bureau of Circula- 

ns at its meeting at Hot Springs, 


' 
pu 


Va., last Saturday. The audit reports 
have always carried’ three-month 
averages and the board ordered the 
comparable addition made to pub- 


lisher’s statements. 

Oct. 21-22 were fixed as dates for 
the 1937 convention of the A. B. C., 
the Stevens Hotel, Chicago, being 
the locale. 

The board abandoned discussion of 
Chapter A, Article I, Section 3 of 
the rules dealing with “Subscription 
Offer Based on Newsstand Price.” 

New members were announced as 
follows: 


Membership Is Growing 


National advertisers — Climalene 
Company, Canton, O.; Drackett Com- 
pany, Cincinnati; Gruen Watchmak- 
ers Guild, Cincinnati; Missouri Pa- 
cific Lines, St. Louis; National Dis- 
tillers Products Corporation, New 
York; Pullman Company, Chicago; 
Ralston Purina Company, St. Louis. 

Local advertisers—Bell Telephone 
Company of Pennsylvania, Phila- 
delphia; The Fair, The Hub, and 
O'Connor & Goldberg, all of Chicago. 

Agencies—D. P. Brother & Co., 
Detroit. 

Miscellaneous—A, C. 
pany, Chicago. 

Business papers— Brewers’ Jour- 
nal, Chicago; Corset and Underwear 
Review, Crockery & Glass Journal, 
Infants’ & Children’s Review, all of 
New York; National Exhibitor, Phila- 
delphia; Sporting Goods Dealer, St. 
Louis. as * 

Farm papers—La Terre de Chez 
Vous, Montreal. 

Magazines—Bulletin Index, Pitts- 
burgh; Tip Top Comics, New York. 

Newspapers—Tri-City Star, Daven- 
port, la.; Herald-Journal, Logan, 
Utah; Coos Bay Times, Marshfield, 
Oreg.; Philadelphia Daily News; Co- 
lumbian, Vancouver, Wash. 


Nielsen Com- 


Two Pick McKee 
The Philadelphia office of McKee, 
Albright & Ivey, Inc., has been ap- 
pointed to handle advertising of the 
Fairfield-Western Maryland Dairy, 
Baltimore, and the Chestnut Farms- 


Chevy Chase Dairy, Washington, 
Dre oC, 


O. A. I. Elects Robinson 
R. F. Robinson, president of Rob- 
Outdoor Advertising Co., 
Leavenworth, Kans., and a director 
it the Outdoor Advertising Associa- 
on ot America, Ine., has been 
lected a director of Outdoor Adver- 
Using, Ine, 


nson 


| Two Appoint Stodel 
Stodel Advertising Co., Los An- 
geles, has been appointed by the 
Mitchell Finance Co. and the Globe 
Investment Co. to handle radio, news- 
baper and mail-order advertising. 


Oldbru to Thompson 


Detroit Brewing Co., Detroit, 
aker of Oldbru beer, has placed its 
advertising with J. Walter Thomp- 
‘on Co., Chicago. 


reade’s 
reques" 


8 South 


LES 
Street 


| Editors have been moved to 369 Lex- 


Krug, Parker Named TWO NEW MANAGERS | Blackstone Appoints 


Peter Krug has been named busi- | —— a . Blackstone Products Company of 
ness manager of WBNX, Spring- ]|New York has appointed Blaine- 
field, Vt. Al Parker has been named || Thompson Co., New York, to place 
program manager. The _ station ||its advertising of Tasty-Lax and 


opened new studios March 15. || Blackstone aspirin. Spot radio and 
newspapers will be used. M. L. Ull- 
man is account executive. 


A. B. P. Moves Office 

New York headquarters of Asso- 
ciated Business Papers, Inc., and Na- 
tional Conference of Business $4 


| Sealex Changes Name 
Sealex Wall Covering, 

| of Congoleum-Nairn, Inc., for home 
|}and office interiors, will hereafter be 
™ |known as Sealex Wall Linoleum, as 


| - ‘ . Per. 
EEE = — — 


| 


ington ave. 


— a more descriptive title. 
Hoyt Moves | Frank E. Zorniger (right), former assistant | 
Charles W Hoyt Co ~ | advertising manager of Chevrolet Motors, | Kaplan Promoted 


returned last week to his previous position) Alvin H. Kaplan, for the last 12 


York, has occupied new quarters in| as Norwood zone manager. Wayne Miller, | years account executive of Rose-Mar- 


the French building at 551 Fifth | writer, announcer and producer has been|tin, Inc., New York, has been ap- 
ave. An electrical kitchen is a fea-| named manager of KDB, Don Lee Santa | pointed vice-president and radio di- 
ture. 


Barbara station. 'rector of the agency. 


un 


When the recent California warehouse strike 
threatened to cripple shipping of foodstuffs, many 
stores of the Safeway chain grocery system were 
temporarily out of many staples. 


a product | 


Rival Shoes Appoint 


Rival Shoes, New York, have ap- 


pointed the Sterling Advertising 
Agency, New York. Newspapers will 


be used and possibly radio. Leon A. 
Friedman is account executive. 


Joins Woolsey Paint 
Frank A. Eustace, formerly adver- 
jtising manager of American Ther- 
mos Bottle Co., New York, has be- 
come advertising manager of C. A. 
Woolsey Paint & Color Co., Jersey 
City, N. J. 


| Chemical Firm Appoints 


The Commonwealth Color & 
Chemical Co., Brooklyn, N. Y., has 
appointed Diener & Dorskind, Inc., 
New York, to place advertising. 
Business publications and_ direct 


mail will be used. 


ever mind 


But store managers reported that their cus- 
tomers complained more because THE FAMILY 
CIRCLE was delayed than over the shortage of 
food items.* 


It’s that kind of a magazine. 


* Actual Experience Reported in the March Issue of the Safeway Stores, Inc., House Organ, Uno Animo. 


THE FAMILY CIRCLE MAGAZINE 


Perhaps more scientific, if more 
prosaic, are research figures 
aplenty to prove that over 
1,500,000 housewives read THE 
FAMILY CIRCLE. Happy results 
for advertisers have confirmed 
the fact that they not only read 
but heed. And that goes for 
toiletries, refrigerators, and 
as well as foods and 
grocery products. 


dresses, 


1,509,500 circulation in 28 states, 
and published in six sectional 
editions, making it even more 
useful to advertisers. Evans Pub- 
lishing Corp., 400 Madison Ave., 
New York; 6 North Michigan 
Ave., Chicago; 1217 Russ Build- 
ing, San Francisco. 
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STUDEBAKER IN 
EXPLANATION OF 
ITS ‘DICTATOR 


Ten-Year-Old Name Becoming 
Embarrassing 


— 


South Bend, Ind., March 24.—A 
name chosen in the serene twenties 


has been charged with such signifi- 
cance by events of the turbulent thir- 
ties that. Studebaker Corporation of 
America took space in today’s Chi- 
cago Tribune to defend the name 
with the explanation that “Dictator 
is a fighting word and The Dictator 
is a fighting car,’ but there is no fur- 
ther meaning to the nomenclature. 
The message appearing over the 
signature of the Studebaker Sales 
Company of Chicago, though in real- 
ity a factory advertisement, was 
such a sweeping departure from 
standard automotive copy that the 
insertion was confined to a single pa- 
per, while the company, and its 
agency, Roche, Williams & Cunnyng- 
ham, Chicago, awaited its reception. 
The headline quoted an_ irate 


a 


“Have 
Camel, Bill.” 


a 


t 


sure 
they're my fa- 
vorite.” 


BIG STEEL GIVES SALES TALK AT RAILROAD EXHIBIT 


e — — — 


These “talking rails’ featured the United States Steel display at the recent National Railroad Appliance Exhibit in Chicago. 
Ralph Budd (left), Burlington Railroad president; Carroll Burton, vice president, and G. C. Kimball, executive vice-pres- 


ident, listen to the rails’ dialogue. 


Studebaker owner as asserting that 
“Dictator is an un-American name 
and I consider it unworthy of such 
a fine automobile.” 

“World politics is oddly reflected 
in increasing criticism of the name 
chosen ten years ago for Studebak- 
er’s low-priced, high quality car—The 
Dictator,” the copy went on. 


Bibliography of Nomenclature 


“We regret this irritation of some of 
our friends. Is it unpatriotic for a 
young fellow to speak of his girl as 


a ‘queen’? Is it wrong to say that 
your friend is a ‘prince’? Should 
parents be forbidden to name their 


sons ‘Duke’ or ‘Earl’? 
“Studebaker once called a car ‘The 
Little Aristocrat’ without criticism. 


will, “That's some 
Manhattan, 
George.” 


< 


We applied ‘regal’ to de luxe models 
and no voice was raised. Autos are 
called ‘royal’ and ‘imperial’ without 


ruffing the serenity of a single 
American citizen. There was a car 
named the ‘King.’ It died of indif- 
ference—not antagonism. 

“But Dictator—that’s a fighting 
word. Well, ‘The Dictator’ is a fight- 
ing car. 

“This car has been a Dictator in 
style, in comfort, in economy, in 
power, in value. It is today the fin- 


est six cylinder car in Ameriea. 
“But, honestly, there are no politi- 
cal implications in the name. It 
merely a colorful, distinctive desig- 
nation for a colorful, distinctive auto- 
mobile. 
“And remember this: 


is 


Studebaker’s 


“Shaving 
twice a day for 
these banquets 
makes my face 
sore.” 


“It should be— 
I insisted on 
Crab Orchard.” 


fine eight cylinder car, the last word 
in luxury and performance, is known 
as The President.” 


Bobrow Cigars to Korn 


Bobrow’ Brothers, Philadelphia, 
cigar manufacturers, have appointed 
J. M. Korn & Co., Inc., Philadelphia, 
as advertising and merchandising 
counsel. A newspaper campaign, the 
company’s first in 20 years, is being 
prepared, 


Knitwear to Sterling 
Shepherd Knitwear Co., New York, 
has appointed Sterling Advertising 
Agency, Inc., New York. Shepherd 
Maritza bathing suits will be adver- 
tised in class magazines. 


Seek to Spread : 


Farm Radio Use 
by Argentinans 


Washington, D. C., March 24.—The 
Argentina Ministry of Agriculture 
has appointed a committee to dete 
mine types of radio receiving 
suitable for farms and ranches of 
that country, Assistant Trade Com. 
missioner J. D. Walstrom, Buenos 
Aires, said today in a report to the 
Department of Commerce. 

The general plan is to select 
or more types combining adequate 
performance with low cost, and t 
promote the widespread use of these 
sets among the farmers and ranchers 
The wider use of radio wil) 
enable rural dwellers to employ the 
benefit of agricultural advice which 
the Government now broadcasts and 
receive other programs of an educa- 
tional and entertainment nature, and 
will help check the exodus of agri- 
cultural workers to the cities, the 
Government believes. 


Sets 


one 


sets 


George Benneyan has resigned as 
director of promotion for the New 
York American. Prior to his affilia- 
tion with the American in the latter 
part of 1935, Mr. Benneyan was for 
14 years promotion and research 
manager of the New York Sun. 


Colabeer to Muller 


The Colabeer Co. of America has 
placed its advertising account with 
J. P. Muller Advertising Agency, New 
York. Newspapers, magazines, radio 
and outdoor media will be used. 
Joseph T. Sullivan is account exec- 
utive. 


Two Name Fairfax 


The H. W. Fairfax Advertising 
Agency, Inc., New York, has been 
appointed by Orpington Estates, Inc., 
and Salmanson & Co., jobbers of fur- 
niture specialties. 


ml had 
same 


the 
trouble 


Blue’ Blades.” 


“Did you read 
that article on 


until I started quack — — and it was 
, - cine in e ne 
using Gillette BMiewsh ioone of great! 


our magazine?” 


“Certainly did 


etiam 1 


Not a night goes by but that somewhere in the United — friends. No hermits here, these men are Elks. 
States m one or more of 1,400 clubhouses vou will find 


groups of men like this. 


They are 
the readers and owners of The Elks Magazine and there 


PETE THE HERMIT IS CONSIDERING 


Theirs is the conversation of 
socially minded men. Politics, economics and the issues 
of the day. But much more do they talk about things that 
are personal to them, what they are 
doing and what they like. What 
these men buy is of supreme im- 
portance to advertisers because what 
they like they recommend to their 


are 315,000 of them. They multiply the effectiveness of 
your advertising in The Elks Magazine by the great force 
of word-of-mouth advertising. More than 100,000 of them 


Gh GIR are retailers who regard with favor 


the products advertised in_ their 
Magazine 


magazine. If you would move 
500.000 A.B.C. 


the Candidates. But he won't influence 
any votes—he never sees anybody. 500,000 
Elks — professional and business men — 
meet regularly at 1,400 Elks Clubs. They 
are contact men—the kind that can do 
your product untold good by word-of- 
mouth advertising. Sell them through the 
columns of their magazine. 


your merchandise advertise to Elks 
not to hermits. 


LOS ANGELES: 536 S. HILL ST 


CHICAGO: 2750 LAKEVIEW AVE. SAN FRANCISCO: RUSS BLDG. 


NEW YORE: 50 E. 42ND ST. 
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Here, at a reduced price, is a NEW Reserve Illustration catalogue! 
Every photograph in it is NEW—has never been catalogued be- | 
fore! A handsome book, in a larger size, flat-lying, plastic bound, 
containing larger, clearer reproductions. In addition to all-new 
model pictures (model releases available) whole new classifications 
have been added: industrial scenes, rural life scenes, workers in 
factories—subjects never before thought possible for a stock 
picture file. And we secured model releases from everybody m 
them! A remarkable book, at a remarkable, new, low prices This 
year a larger, single-run edition brings the cost of the book dewn 


to $1.75! Clip the no-risk coupon at once—mail it with your 


remittance to the nearest Underwood Studio! We don’t expect 


these books to last! 


aE | 3 7 mae 4 
321 EAST 44th ST., NEW YORK 237 EAST ONTARIO ST., CHICAGO 230 EAST ALEXANDRINE, DETROIT 
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G&W 2-Star in | 
Under a Dollar | 
Whisky Bracket 


New York, March 24.—Introduction | 
of G&W 2-Star whisky for the| 
popular price market selling at under | 
a dollar a pint, by Gooderham &| 
Worts Ltd., was motivated, officials 
said today, by the realization that 
70 per cent of all whisky sales are 
made in this price bracket. 

Other factors in the decision are 
reported to be that popular priced 
blends had been invading the field 
previously dominated by young 


straight whiskies, while blends have 
also been gaining ground in all price 
classifications. The increasing popu- 
larity of blends has even extended 
to Western states such as Montana 
and Idaho, formerly considered out- 


GOOD NEWS | 


CONCENTRATE ON 
PRIMARY MARKET 
RAMSDELL URGES 


eS 


| 
| 


Brings Best Results 


New York, March 22.-— Seventeen 
counties where 20.4 per cent of the 
| . : 6 = 
| people reside, account for 28 per 


|cent of retail sales, Arthur W. Rams- 


‘dell, sales consultant, told the Sales 
John M. Dolph, CBS Pacific Coast sales | Exec sutives Club today, urging con- 
meneg, is being notified by telephone | centration on this rich market. 
of lis now appemtment os commen’ Se Mr. Ramsdell is associated with 


Donald W. Thornburgh, CBS West Coast | 


| Ramsdell & Haase, recently formed 


ge lepine rite sieueasalies me _aitasasll —— | as marketing and selling consultants, 
; iil fp aaa deal 7 in affiliation with Daniel Starch & 
| New Melburt Packages | starr. 
Smith Promoted Melburt Products, Inec., mutual He expressed disapproval of “50- 
Junius M. Smith, business man-| purchasing organization of one hun-|509” advertising, or “dealer coopera- 
ager of Textile Bulletin and South-| dred retail drug stores in New York, | tive advertising,” which he described 
ern Knitter, has been elected vice- | has commissioned the firm of Peter as neither cooperative, nor advertis- 
president of Clark Publishing Co., —— to = — ee iis 

‘harlotte, N. C., publisher of these |line of mens tolle reparations. . . 
Hirani ee, Sinith eit el Bo in |Samuel Krebs is the account execu- “Time and again, when the actual 
charge of advertising. tive. |facts were isolated for comparaate 
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Says ‘National’ Advertising 


TESTIMONIAL TEASE 


EXCELLENTE 


1 iictnadlliectntatedinstiocahdallstinsdiadicmnadinas Hidieditadnendtemtbamealiianmedliinaenn’ 


for La Palinas teases testimonials with 


this bald illustration. 


territories,” said Mr. Ramsdell, “the 
records have shown that manufac- 
turers have had more profitable re- 
turns when they controlled their own 
newspaper space, bought at national 
rates.” 
Exceptions Are Cited 

The cultivation of concentrated 
markets was urged by Mr. Ramsdell 
for most products, though he cited a 
discrepancy in the case of auto- 
mobiles and filling station sales, 
which were relatively better in the 
second group of cities than in the 
top one containing the largest popu- 
lation centers. 

Mr. Ramsdell’s second group in- 
cluded 78 counties with 19.8 per cent 


of the country’s families, and 25.2 
per cent of retail sales. The first 


and second groups combined take in 
all cities of 100,000 and over, while 
accounting for 53 per cent of all re- 
tail sales, ard 40 per cent of the 
population. 

In the third list are 190 counties, 
with 14.6 per cent of population and 
15.4 per cent of retail sales, while 
the fourth group has 341 counties, 
with 13 per cent for population and 
11.4 per cent for sales. 

Mr. Ramsdell pointed out that the 


New cartoon copy of Congress Cigar Co. | 


‘Psmoking Prof. 
Will Tell All 


for La Palina 


oF 


Newark, N. J., March 25.—Dedi- 
cating his career to telling the public 
all of the things that smoking La 
Palina cigars will not do, Thaddeus 
| Q. Tipple, Professor of Psmoking 
Psychology, made his first appear- 
|ance in 160 newspapers in 116 mar- 
eo this week. Dr. Tipple, whose 
public appearance promises to be re- 
peated weekly for the remainder of 


PUFFS FOR SMOKE 


— 
| 


Le Pleas Ballons $4 Cg oil 
naw toon of eon oad 


——- ee 


EXCELLENTE ALIN 


he le ROUTE BED ot tame ang Me evens nd the pee tee 
— 


Cartoon testimonials feature new display 
copy in newspapers of Congress Cigar 
Company. 


1937, concluded his initial sermon by 
outlining some of the real functions 
of a good cigar. 

The good professor will be assisted 
in his debunking crusade by a large 
pstaff of pseudo-pscientific research- 
ers, who will disclose in future 
La Palina advertisements all the 
intricate processes by which they 
hope to prove conclusively that most 
of life’s misfortunes are in no way 
abated by smoking good cigars. 

While the reasoning of Dr. Tipple 
and his cohorts will be found chiefly 


ff F me 3 four groups of counties, totalling 626|in newspapers, a heavy 24-sheet 
! 7 hal * ala = in all, comprise one-fifth of the coun-| poster campaign will amuse motor- 
= try’s total, while they cover 68 per] ists and others during the summer. 
< Tinted aH PL) COUT HH ty cent of the nation’s population, and| Window displays and counter cards, 
i ae UH MH I 80.6 per cent of all sales. |}also depicting the adventures of the 
1B Am ————_— | Doc, are being made available to re- 
a Heiland ‘Ruston tailers, who are also being supplied 
| 
| with color postcards to pass out to 
G. W. Heiland, service and produc- | thei 5 hacia 
tion pb ican of Blackett-Sample- T pe aaa ae sf ; 
ir Hummert, Inc., Chicago, has resigned . bi a aah was egg by 
\ to become manager of sales in the| ¥avid Jenks, Sales Manager, Marcus 
names, ¢.. Capital of the World Chicago territory for Rapid Electro-| Conlan, advertising manager, and 
type Co., Cincinnati. | the company’s agency, Gotham Adver- 
scnadceanacaei ainsi tising Company, New York. 
Sixty-one per cent of all the oil produced in the United States flows to the tidewater terminals : ehocag gs to John wiper ‘ pocotnenan : 
. _—s ‘rank S. Fenton, national sales di- 
and refineries of the Houston district. ion a wa ee, 2! one To sell to hotels, use 
Peer ‘ . ‘ resigned to join the sales staff of 
. Through an intricate network of pipelines it converges upon Houston from fields the New York office of John Blair Therotel Monthly 
in all producing parts of Texas, Louisiana, Oklahoma, Arkansas, Kansas, New Mexico, & Co., representative of radio sta- 
Wyoming and Colorado .... at the average rate of 1,984,112 barrels per day.... tions, Seater 8.8.0. en8 A.8.0 
at the current average crude price representing $1,984,112 per day in new wealth. aeeeinae Published by JOHN WILLY, INC. 
ie To Wildrick & Miller Merchandise Mart, Chicage 
Hencefrom it is shipped in refined and crude form to other ports throughout the world, and Susthene Go. Witininties, Bel, | momen = : 
to inland points, via railroad tank car, seagoing tanker, and cargo vessel. maker of showers and plumbing fix- R 
: - . 'tures, has appointed Wildrick & Mil- HOOD-O0-G APH 
Houston is the largest refining center on earth. Eighty-five per cent of all Texas lier, Inc.. New York, to handle its ad- 
crude oil is refined in the Houston district. Refineries in the Houston district produce vertising. ee New 


$6,630,000 of refined products DAILY . which is twice the daily dollar vaiue of 


ALL the crude oil produced in the United States ($3,296,100). Schwat Succeeds Weidel | Advertising 


- ss . : ; . Charles I. Schwat has been ap, ° 
Houston is headquarters for the entire Mid-Continent operations of the $10,000,000,000 oil pointed classified advertising man-| Medium 
industry. Approximately 1200 oil companies and affiliated trades, including all the leading majors, ager of the New York World-Tele- 


A “natural” for all types of 
businesses. Enables adver 
tisers to “broadcast’’ sales 
messages on — cars 
Hood-O-Graph fits sales 


are situated here. gram to succeed Vaughn Weidel, | 
resigned. 

The mid-point of the rich Gulf Coast oil producing district, location of three- 
fifths* of the total oil reserves in the United States, Houston is the largest distributing 


center of oil field equipment, and manufacturing center of oil well tools, in the world. 


Start Detroit Company 
Lionel Fink and Wilfred B. Doner 


have opened advertising offices and] and delivery cars and 

"U. S. Bureau of Mines. The foregoing statements are substantiated by American Petroleum Institute statistics. art studios at 2116 Penobscot bldg., trucks. Installedina jiffy 

Detroit, under the name of Fink and without bolts or screws 

The Oil Capital of the World, Houston likewise is the Sales Opportunity Capital of the South. |Doner, Inc. Ri, . daateiial "iene a 
Sales come easy in this wealthy and active market—especially when supported with advertising in— 7 on Senet eer 


proof. Quickly removed 
when cars are used 
pleasure. Costs but $1 


Agencies and advertisers write 
ONCE for full particulars. 


Geare-Marston Expands 


Geare-Marston, Inec., Philadelphia, 
| has opened a new department exclu- 
|} sively devoted to hotel, resort and 
| travel advertising, under direction of 


{~y 


THE HOUSTON CHRONICLE 


ses sais Franklin P. Cook. THE EASTMAN Co. 
Largest Daily in Texas — Lowest Milline Rate atc 213 Se. Cherch St, Rockford, tit. 
Leads the State in National Advertising | Shailer to , WDRC : NGS) j 
R. W. McCARTHY THE BRANHAM COMPANY | R.C. Shailer, experienced in whole- wi io S anveRTsinGs 
: ; | sale and retail merchandising, has aint x 


Manager National Advertising 


National Representatives ye 


|been appointed director of merchan-| , 
dising for Station WDRC, Hartford, 7 
Conn. i 
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@ Spread before the manufacturers of 
household electrical appliances, equipment, and 
building materials is a vast market . . . possible 
of developing $100,000,000 worth of additional 
appliance business, and 600,000,000 additional 
kilowatt hour revenue for the electrical indus- 
try this year . . . a market represented by the 
425,000 new homes that will be built, and the 


«A 
ae. \ 


Combined in a Single Great Book 


lHnr 
PROVIDE AN UNPARALLELED OPPORTUNITY 
for ADVERTISERS of ELECTRICAL HOME 


APPLIANCES, EQUIPMENT, LIGHTING, 
HEATING & AIR CONDITIONING! 


The MAY issue 
ELECTRICAL | 
RCHANDISING 


74) 


® To help manufacturers and merchan- 
disers sell this market, Electrical Merchandising 
has developed a Program — and a new, novel 
and effective sales “tool” ... in the form of the 
“Electrical Home in Print.” The Program calls 
for a sustained, energetic drive by all factors of 
the industry, — spearhead of the attack being 


@ In short, in its May Issue, this publi- 
cation becomes “the complete electrical home,” 
from cellar to attic, yard to garage . . . pictured 
and described by distinguished experts on home 
electrification in all its phases . . . in terms to 
tell and sell home builders and modernizers the 
what, where, when, why and bow of adequate 


million existing homes that will be modernized. 


in all . . . the consumer is given a complete sales story .. . in 
convincing, authoritative, impassioned form . . . tied in with the 
products, policies and plans of manufacturer-advertisers. 


ie THIS big beautifully illustrated book . . . 300 or more pages 
i 


The “Electrical Home in Print” thus becomes an Industry “neutral 
sales manual” — in fact, five individual manuals —because the book 
contains five complete sections, each containing numerous chapters 
on related subjects. These Sections are: 


¢ 1. APPLIANCE SECTION 


A manual, with chapters on the use of appliances in (a) The Kitchen 
(b) Living and Dining Rooms (c) Bathroom, Bedroom and Nursery 
(da) Electricity for the Man (e) The California Home. 


e 2. HOME LAUNDRY SECTION 


A manual, with chapters on washing, ironing and drying practices, types 
and kinds of equipment, etc. 


e 3. LIGHTING SECTION 


A manual emphasizing the importance of correct, adequate lighting, 
covering fixtures and equipment, indirect and cover lighting, lighting 
for protection, outdoor lighting, etc. 


e 4, WIRING SECTION 


A manual, with chapters on adequate wiring, including copper, outlets, 
circuits, etc., and with valuable reference material. 


e 5. AIR CONDITIONING AND HEATING SECTION 


A manual that fills the badly needed gap for the true story of proper, 
effective air conditioning, with special chapters on room cooling, attic 
ventilation and insulation, as well as oil and gas heating, etc. 


HROUGH this great issue of Electrical Merchandising the elec- 
tric home takes life. Now, every community can have its “electrical 
home”. . . every distributor, dealer, utility, contractor, architect and 
builder, can take this adequately electrified home right to his cus- 
tomers .. . take ’em through it without their stirring a step, at ridi- 
culously little cost! Now, with the “Electrical Home in Print” every 


CLOSING 
DATES: 
FOR SECTIONS 
APRIL 15th 
GENERAL 
FORMS 
APRIL 25th 


ELECTRICAL 


330 WEST 42nd ST., NEW YORK CITY 


the May Issue of Electrical Merchandising, 
known as: the “Electrical Home in Print.” 


home electrification the wisdom and 
economy of having it wow rather than later. 


store Customer — every canvasser’s prospect, becomes a part of the 
vast “electric home audience.” Now, prospect, electric home, seller 
and sales proposition, are brought together . . . in store . . . home 

. . Office . . . wherever necessary to close the sales. That’s what the 
“Electrical Home in Print’ means to those who sell home builders 
and modernizers! 


HAT DOES all this mean to the manufacturer and his advertis- 
ing counsel? It means the opportunity of a decade to place his 
sales story before both trade and homemakers in new, novel, dramatic 
manner . . . when they are in most receptive mood . . . enabling them 
to compare and evaluate,—and his representatives to demonstrate 
. at the most opportune time. It provides opportunity for him to 
promote his products, plans and policies to the key electrical dis- 
tributors, utilities, dealers, architects, and builders—and through 
them to home builders —in a medium that will be received with 
pleasure . . . read with interest . . . retained for reference . . . a sales- 
making medium that is a decided “buy” because it affords 100% 
additional class coverage at no increase in advertising rates! 


Te MAY ISSUE will be sent the regular 25,000 family of 
Electrical Merchandising, plus 5,000 selected architects, builders, 
and others identified with the better home movement . . . an “extra” 
that costs the advertiser nothing! But that’s not all! There’s another 
“plus”—an additional distribution through public utilities, distrib- 
utors and others, who are buying copies in quantity for distribution 
to their customers ... a distribution that, based on present orders, 
will exceed 20,000 copies-—— may reach 50,000 or more! 


This assured 25,000 extra class coverage can be had at the regular 
Electrical Merchandising advertising rates. 


The time is short —it is necessary to work fast! To secure inser- 
tion in the special Sections, advertising must be received by April 15th! 
For those who can’t make this closing date there are good positions 
in the General Section, forms for which close April 25th. May we sug- 
gest, therefore, you write, wire or phone for complete details at once! 


MERCHANDISING 


A McGRAW-HILL PUBLICATION 
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FEBRUARY GAIN 
OF NEWSPAPERS 
11.8 PER CENT 


New York, March 25.—-Led by 
general advertising, which showed a 
gain of 17.2 per cent over the cor- 


responding month of 1936, newspa- 


per display for February aggregated | 


82,477,194 lines, compared with 73, 
788,209 for February, 1936, for a 
gain of 8,688,985 lines, or 11.8 per | 


cent, according to the monthly tabu- 
lation of Media Records, Ine. It 
the first February in which 
newspapers have reached the 80,000,- 
000 mark 1921. The Media | 
Records summary covers 52 cities 

If classified, which is proving the 
sensation of 1937, added to 
the the February _ total | 
would be 103,092,209 lines, compared | 
with 91,334,489 for February, 1936. 
display in 
amounted to 22,814,149 
with 19,463,978 for | 
the current gain be- | 
ing 3,250,171 lines. or 17.2 per cent. 
This is the February in which 
general advertising in newspapers 
has reached 20,000,000 lines 
1932. The February figure for gen- 
eral display was more than 5,000,000 
lines above that of January. 


was 


since 


were 


hgures, 


General 
February 
lines, compared 
February, 1936, 


newspaper 


first 


since 


advertising gained 10.3 per cent, the 
current 
Automotive gained 7.3 
financial 2.5 per cent. 
The automotive figure 
pleasant surprise, in view of the 
fact that much of General Motors’ 
Corporation’s copy was cancelled in 
February. Despite this adverse de- 
velopment, February automotive 
lineage amounted to 2,895,613, 


figure being 53,781,156 lines. 


General Is Leader 

While the general gain over Febru- 
ary, 1936, was exceeded by classi- 
fied, it was larger than that eoneh 
by any other Classification. Retail | 
' 

| 

| 


per cent and 


Came as a 


com- 


pared with 3,631,850 for February, 
1936. 

February is normally a_ light 
month for financial lineage. The! 
current figure of 1,986,276, however, 
represents a gain of 44,567 lines | 


over February, 1936. 
The cumulative total for 
two months of 1937 


the first 
shows financial 


SEED INDUSTRY PROSPERS 


HUNDRED MILLION DOLLAR MARKET 


through its coverage of wholesalers and re- 
tailers who sell seed and other horticultural 
and agricultural items to 41,000,000 farmer 
and suburbanite customers. 

We will gladly give you an analysis of this 
field as it applies to your business. 


SEED WORLD 


Published every other Friday | 


| 
223 W. Jackson Blvd. Chicago, Ill. | 


STRIP FOR SAFETY 


Donan Chys Cin 


OF SPEEDY STORK 


~ 


WORLD'S MOST POWERFUL DRIVING LIGHT 


The growingly-popular  strip-illustration 
editorial technique is being employed in 
magazine copy for Safetylight by Unity 


Manufacturing Co., Chicago, through 
Sidener Van Riper & Keeling, Inc., 
Indianapolis. 
making a greater gain than any 


other classification except classified, 


10.7 per cent. 
The increase of classified, reflect 
ing the greater activity in every 


| walk of life, is 16.9 per cent for the 


first two months. The February 
gain alone was 17.5 per cent, 20,615.- 


015 lines being carried in_ that 
month, in comparison with 17,546.- 


280 in February, 1936. 


Two N ame Maller 


The International Filmbook Com- 
pany, Norwalk, Conn., and the Wel- 


|lington Trading Co., New York, have 


appointed J. P. Muller 
Agency, New York. 


Push Bran-De-Nog 


Bran-De-Nog, a food beverage, will 
start a campaign using several news- 


Advertising 


papers and one magazine, through 
Metropolitan Advertising Co., New 


York. 


Colonial to Peck 
Colonial Life Insurance Company 
of Newark, N. J., has appointed the 
Peck Advertising Agency, New York, 
as advertising counsel. 


Office Appliances Moves 

Office Appliances, Chicago, has 
moved to the 20 Wacker Drive build- 
ing. 


GOOD? YO 


U SAID IT! 


IT’S PERFECT ! ! 


New and Better Kind of Photostat 


Again ATLAS scores a hit! 


There's nothing like the ATLASTAT . . 


and any Art Director who hasn't seen it will want to grab a phone and 


get FRAnklin 3470 this minute. 


The ATLASTAT reproduces more tones and more snap than the best 


of ordinary photostats. 


Records ALL tone values from extreme blacks 


to pure whites and stands out in your comprehensive layouts like real 


photographs. 


Made on either MATTE or GLOSSY paper and costs 
but a few pennies more than photostats. 


Call ATLAS today for com- 


parative samples that prove you, toe, want ATLASTATS. 


Stover Visions 
Army Intelligence 
Type of Research 


Newark, N. J., March 17.—Declar- 
ing that research is merely the seek- 
jing of truth, Colonel Edward C. 
| Stover, Jr., speaking at the first an- 
niversary dinner of the Industrial! 
|Marketers of New Jersey, 


ithe establishment of more permanent 


forecast 


research departments by manufac- 
turing companies. 

| These departments will be inde- 
pendent of the sales manager and 


will function as does a 
| telligence service. 

Competition today necessitates the 
|gathering of facts, and, burdened 
| with the duty of keeping up the flow 
salesmen cannot take the 
|time required for the research func- 
he declared. 


military in- 


of orders, 


tion, 
| 


' 

JWT Expands In Chicago 
| With its regular departments ex- 
|panding to occupy the seventh floor 
of the Wrigley Building, J. Walter 
Thompson Co., Chicago, has moved 
its radio, outdoor and 
| visions to the sixth floor, where the 
piess bureau moved in January 


CARTOON CAMPAIGN 
by Baer 
i 


TOO LATE TO CLASSIFY 


| ag 


Part of a new series issued this month, 

this cartoon of Esquire Features, Inc., is 

designed for promotion of newspaper 
classified advertising. 


Schiller Promoted 


John F. Schiller has been ap- 
pointed advertising manager of the 
Macfadden Detective Group, New 
York, to succeed William E. Terry. 


ganization in a sales capacity for sev- 
eral years. 


Bondurant Promoted 
Hale Bondurant has been appointed 
sales manager of Station WHO, Des 
Moines, Ia. He was formerly as 
sistant sales manager and the sales 
manager post was held by J. O. Ma 
land, general manager. 


R. & R. Expand 


-| M. 


| Ruthrauff & Ryan, Chicago, hav 

| taken additional space which gives 
|them the entire 13th floor of 360 
|N. Michigan Ave. Paul E. Watson 
| is vice-president and Western man 

|; ager. 


Three for Daly 
| Grover J. Daly, industrial designe: 
| of Glencoe, Ill., has been retained by 
| Artility Metal Products Co. and Do 


More Chair Co., of Elkhart, Ind., and 
Lyon Metal Products Co., Aurora 
Ill. 
Grey Adds Two 
Leo P. Salinger, formerly with 


| the Boston Store, Chicago, and Nat 
Kolker, formerly with H. M 
| Dittman Agency, Philadelphia, have 
joined The Grey Co., Chicago. 


| Appoints Klein 
| The Philip Klein Advertising 
Agency, Philadelphia, has been 


financial di-| Mr. Schiller has been with the or-| named to place advertising of Nevin 


Drug Stores. 
will be used. 


Radio and newspapers 


80 Days of CALIFORNIA 
WIDE SALES |! 


The Two Examiners—San Francisco and Los Angeles—can 


crack wide open the rich California market; crack it open from 


Mexicali to the Oregon boundary line; from the Coast to the 


Sierra Nevadas! 


Here's some more. 


We've given you lots of evidence to back up that contention. 


If you want 


of California—read it carefully. 


to SELL in California—in ALL 


Writes Robert C. Temple, assistant advertising manager of the Los Angeles Soap Company: 


On November |, 1936, we ran 
turing our Orry-Kelly White King campaign, in the Sunday Los 


a full page in four colors, fea- 


Angeles and San Francisco Examiners. 


‘We have been receiving keyed returns from those advertise- 


ments up to and including January 20, 1937. 


These returns are Statewide, demonstrating a thorough respon- 


ONLY ATLAS MAKES ATLASTATS 


ATLAS PHOTO COPY CO., General Office, 225 No. Michigan Ave. 


4 Chicago Lecations 


All Phones: FRAnklin 3476 


siveness to your Sunday editions throughout our entire Cali- 


fornia market. This effective coverage has been mainly respon- 


sible for the fact that we have renewed our Sunday color sched- 


ules in the two Examiners for |937."' 


EXAM 


INER 


‘A Famous Newspaper Since (887 


Represented Nationally by the HEARST INTERNATIONAL 


AD' 
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— pa A = usneeee A = — a anne = 
Race Horses OLD SUBJECT IN NEW BREAD POSTER | islati B Score 
, _| Legislative Box 
. 
es | 
= Match Strides | 
es > | No. | Title Sponsor | Status 7 
é for Seagram s iS.5 Pure Food and | Copeland |Passed Senate; in House Inter- 
| Drug Bill state Foreign Commerce 
'H. R. 300 |Pure Food and | Chapman |Interstate and Foreign Com- 
Toronto, March 25.—A miniature | Drug Bill | merece Committee 
race course has been installed in | |S. 100~ ~ |Fair Trade En- | Tydings |Reported favorably by Judi- 
- front of Seagram House as an ad- | abling Act | elary Sub-Committee 
eo vertisement for Seagram-Distillers |H. R. 1611 ‘lFair Trade En- + (Miller [Subcommittee hearings com- 
aa Corporation, with four’ thorough- | | abling Act | pleted; reported favorably 
n- breds matching their speed every | to full Judiciary Committee 
15 minutes. A chiming clock sounds | S. 414 Amending Federal Nye, King Interstate Commerce Commit- 
quarter hour and sends the} Trade Commis tee 
horses on their gallant flight three sion Act | ——- 
times around a_ six-foot circular The old and effective boy and his dog subject will get new treatment in the S 856 ~|Truth in Fabrics — “Capper {Interstate Commerce Commit- 
1e! track below the timepiece. | scheduled April showing of this poster for Merita Bread 7 See, serene, Act | tee 
by Speed of the horses and there- Inc., Atlanta, Ga. Strobridge Co., Cincinnati, did the lithography. |H. R. 238 |Textile Industry Ellen- Labor Committee 
vag fore the winner of each race is gov- |=" SS —— a ad | “Little NRA” bogen | 7 
“8 erned by the mechanism, so that it| gram, both Joseph E. and the late | Eastern Names Tyson ‘H.R. 31 \Controlled Produc-\ Goldsboro (Banking and Currency Com- 
impossible to pick the fleetest| kK. F. Seagram, two former presi- | 2 : ran tion, Retail Dis- imittee 
= . ; eS : Eastern Corporation, New York, ; | 
charger with any degree of accuracy. | dents, having operated noted | has appointed O. S. Tyson & Co. _ counts = Pst eee 
The Toronto public, partial to the stables. The Seagram colors of|Inc., New York, to place advertising |H. R. 13 Prohibiting Adver- Culkin ‘Interstate and Foreign Com- 
‘ith sport of Kings, is making valiant | black and yellow are reproduced on | of its foundry handling equipment. | _|__Using of Liquor a ee — 
Nat efforts to solve the riddle, however. 1). cock. Instead of numbers on| Business papers and direct mail will | H.R. 4214 | Regulating Sales in’ Colmer Interstate and Foreign Com- 
. j ma | be : orsti - merce Committee 
M History Is Recalled the dial are the twelve letters mak-| be used. —cmetigaaa, Com | 
AVE ing up the phrase, “Seagram | aterm | ee ——— <— 
The clock was designed by W.| House.” L os - - H. R. 3596 ‘Show Tax Cost on Thomas |Ways and Means 
B. Clelland, managing director of ; : : Joins Examiner Labels of All 
The clock and its chimes are con- . : e es Merchandise 
Seagram, and executed by a local], Amiga ae ; W. J. Murphy, formerly with vari- —— — Interstate and Forelan Gow. 
— artist, Toni Hall, trolled by a master movement in the (ous motion picture organizations, has | H. R. 4722 Divorce Manufac-, Patman nterstate and Foreign Com- 
oo Mr. Clelland selected the race| lobby. Three sets of chimes are | joined the display advertising de-| rea and Re | merce 
vin track because racing is almost|regulated to any desired pitch|partment of the Los Angeles Exam- | : a ing eae) sr oistnio and Foil 
ers synonymous with the name of Sea-| through a loudspeaker system. iner. |H. R. 4726 Prevent Reciprocity) Patman {Interstate and Foreign Com- 
§ b ’ | Sales merce 
= > |H. R. 4837 State Codes of Fair) Harlan |Interstate and Foreign Com- 
Competition merce Committee 
S.1 ~ |To Regulate Soft | Guffey |Approved by Interstate Com- 
| | Coal Industry merce Subcommittee 
| H. R. 4985 |To Regulate Bitu-| Guffey- |Passed by House 
minous Coal In- Vinson 
dustry : 
|H. R. 5854 |Added FTC | Lea Interstate & Foreign Com- 
Powers merce Committee 
|S. 1960 ‘\Prohibit | Mailing} Hayden /|Post Office Committee 
Unsolicited Mer- 
chandise _| a e : 
H. R. 5414 |Pure Food & Drug! Towey (interstate & Foreign Com- 
| Bill merce Committee 
Silbar in New Post Gets Station O. K. — 
| Robert G. Silbar has become as- onan F wt ih MR ye a sry pa 
|Sistant advertising manager of Cov- nr eect ‘ — pate thre nd 
ered Wagon Company, Mt. Clemens, | "Xe, attorney, permission to con 
Mich. He was formerly with Klau- struct a radio station in Indianap- 
4 . as + c : - e nee ¥ 
r Oo m a g |} Van Pietersom-Dunlap Associates, eo —. eos ib daytime 
| Milwaukee. , Wess, pe be ‘ 
Rhodes Appoints Mailings, Inc., Moves 
-can | M. H. Rhodes, Inc., New York, has Mailings, Inc., New York, direct 
appointed Albert M. Ross. Inc., New| ail and radio response service, has 
~ ener sie Py , . ‘ey arte ‘ DAs 7 
rom York, to place advertising for Mark-|™oved to larger quarters at 25 W. 


Time parking meters, and _ clock- 45th st. 
watchers. 


Block Organizes 
Perry Expands Leonard W. Block and Staff have 
John H. Perry has bought the St, | organized as a general agency in Los 
| Andrews Bay News and merged it| Angeles. 
with his Herald at Panama City, — —— 
Fia. Braden Ball is business man- 
ager. 


the 


tion. 


ALL 


ss 
rN 


Joins Richland 
Stanley H. Fishman, formerly with 
Charles B. Knight Agency, has been 
named an account executive with 
Irwin S. Richland Advertising, New 
York. 


any: ond ot RO 


| New Speakman Agency 


fea- - mee ; | Speakman Company, Wilmington, 
More than a million Sunday Del., showers and plumbing equip- 
1 Los —_ as |ment, has appointed Wildrick & Mil- 
y aminers penetrate to every cor ‘tev. Mew Vert. to Gfrast tte méwar. 
r of prosperous California; more _tising. 
than a third of a million contact . SS ee 
' | . 
rtise- he cream of the customers on T l 
: ; eee ’ 
weekdays. California is a State- We re All MAL) P Ul S l D e 
market, its agricultural, its mining, its oil | 
high wlbowa the average = buying wine. WORE wear Many of the sales made at retail stores are the result of an impulse 
spon- : agi generated by an attractive display either in the window or on the coun- 
ei throughout the market, just as WE sell. And with 


ter. Those products most often displayed naturally receive the great- 
est consumer acceptance—and thus—greater volume. 


Cali- the 


e Sunday Examiners you can do it at the lowest 


spon- milline rate available in the West! Ask any Hearst | We are contributing daily to the increase of “impulse” sales by our 

: a : c well-installed, well-distributed window displays. Installing windows 

‘ nternational Advertising Service man for other suc- iy: ; ; tag i ' 

ched g for fifteen years in Chicago has given us an intimate knowledge of the 
California selling experiences. 


market, and equally important, the good-will of the dealers. This back- 


TO GET ALL THE WAY INTO CALIFORNIA. GO IN THE EXAMINER WAY ground enables us to install campaigns of any size efficiently and 
‘ promptly. 


Branch offices in Peoria, Decatur and Danville permit the handling 
Ft // 7 * Se program from one office, with a minimum of detail for 
Uniformity of installation and the choicest of locations is a vital 


part of our service. 


Sales Master of America’s Fourth Retail Market 
HARVE FERRILL & COMPANY 


217 W. Ontario St., Chicago. 710144 N. Adams St., Peoria, TIL 


TAL ADVERTISING SERVICE, Rodney E. Boone, General Manager New York Sales Office, 220 Fifth Ave. Phone Caledonia 5-4337 
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WLW Linked to 
WHN for New 
York Outlet 


New York, March 23.—Arrange- 
ments were completed here to 
establish Metro-Goldwyn-Mayer’s ra- 
dio station WHN as the New York 


outlet for Crosley Radio’s Cincinnati 


tation WILW. The tieup is said to 
be the first in a series which will 
soon afford WLW outlets in Phila-} 


delphia and Pittsburgh. 

The New York-Cincinnati hookup 
will allow advertisers to use the fa- 
cilities of both stations without pay- 
ing for charge. This service 
would carried through in 
Philadelphia and Pittsburgh 


lime 


also be 


Hill publication. 


eee Mckee Adds 2 


Hercules Life Insurance Co. and 
All-State Insurance Co., Chicago, 
have appointed Homer McKee, Inc., 
Chicago, to handle their advertising. 


Kendall Appointed 


American Marine Engineer, Wash- 
ington, D. C., has appointed J. A. 
Kendall Sales Service, Los Angeles, 
to handle its advertising in 11 Pa- 


cific States. 
| Agency for Savage 
Savage Arms Corporation, Utica, | 


l has appointed Ryan, Leach & Goode, | 


Chicago and New York, to conduct | 
a promotion campaign for its re-| 
frigerator division. 


Twentyman Appointed | 
Thomas J. Twentyman, formerly | 
of San Francisco, has been named | 
advertising director of Loveman, | 
Joseph & Loeb, Birmingham depart- | 
ment store. 


Names Coast Rep 


C. William Abrams, of Colman & 
Sebree Co., San Francisco, has been 
appointed Pacific coast representa- 
tive of Mobile Advertising, Inc., 
originator of taxicab displays. 


Lippold to New York 


Charles Lippold, of the Philadel-|~ 
phia office of McGraw-Hill Publish- 
ing Co., has been transferred to the 
New York sales staff of Electrical 
World. 


GIANT MURAL PORTRAYS INDUSTRY'S SIZE 


—eEEEE 


This huge mural has been unveiled at the new Ford Motor Company exhibit at 
Miami, Fla., depicting a scene from the company's River Rouge plant. The young 
woman in the foreground is holding the original photograph from which the mural 


Indianapolis Railways, 


Takes Transit Post 


Laurence Wingerter, formerly with 
Inc., 


Chicago. 


Fabry Co., 


apolis, Ind., has been 


placed in 


charge of publicity and sales promo- 


tion for 


Indian-| tion, New York. 


| 


ee ; 


American Transit Associa- 


CULATION hits an all-time high! 


Screenland Unit's A.B.C. report for the last six months of 1936 shows an average net paid 
circulation of 690,731 per month against a guarantee of 617,500. 


Here's another in the unbroken string of "circulation bonuses" extending back over the last 
5 years and this one is bigger and better than ever! 


LAST 6 MOS. 


1935 


Net Paid Circulation. .. 


Guaranteed Circulation 


Bonus 
Percent 


What is responsible for this long récord of success? The 
good fiction, articles and reviews—all by well-known wri 


657,212 
617,500 


39,712 
. 6.4 


LAST 6 MOS. 1936 


Net Paid Circulation. . 
Guaranteed Circulation 


Bonus 
Percent 


GAIN: 1936 over 1935 
33,519—5.4 Percent 


dominates the screen field. 


A new kind of “Survey-Report” is youis for the asking! 
ve % = ° ee: | , 
Figures” is a blue-print of the Screenlan@ Unit 


Chicago 
400 N. Michigan Ave. 


45 WEST 45th ST., 


audience. 


NEW YORK ity 


ame SSCREENLAND UNtr 


690,73 | 
. 617,500 


73,231 
11.8 


answer is good publishing judgment, 
fers . . . an editorial Solicy which’ 


“Looking Beyond Circulation 
Full of vital information. 


aouliali = n 


SILVER SCREEN: 
L #Angeles® 
511 S. AMR dria 


sf 
St. 


Complete Full | 
Length Picture 
for Standard Oil 


Los Angeles, March 26.—A _ full- 
length institutional motion picture 
for the Standard Oil Company of 
Indiana was completed here today 
by the motion picture division of 
Raphael G. Wolff, Ine. 

Homer Croy wrote the origina! 


story, “STAN,” after two months of 


MAKING SALES 


| 

| 

- a 
‘sl 
“4 


All the accoutrements of a fiction Holly- 

wood drama are employed in the new 

Standard Oil of Indiana film, "Stan," 
made by Raphael G. Wolff, Inc. 


research in the Standard Oil of Indi- 
ana territory, which was adapted to 
the screen by Houston branch. It 
was produced on the RKO Pathe lot 
Delivery of the finished picture is 
contemplated early in April. It is to 


SALES HISTORY 


Early days in the oil business are de- 

picted in a new institutional film pre- 

pared for Standard Oil Company of 
Indiana. 


be shown on 16 m. m. projectors to 
employes and dealers at various 
meetings, as well as townspeople 
throughout the 14 states which the 
Standard Oil Company of Indiana 
covers. 


. . 

Digests Liquor Laws 
Mida’s Criterion, Chicago, has pub- 
lished a liquor law digest, covering 
advertising restrictions, tax rates, 
and license fees, among other sub- 
jects. 


Marquardt Heads WCFL 


Maynard Marquardt, technical su- 
pervisor of Radio station WCFL, Chi- 
cago, has been appointed manager, 
succeeding the late Edward N. Nock- 
els. 


Reynolds Elected 


Milton J. Reynolds has succeeded 
W. L. Peterson as president of the 
Omaha Advertising Club. 


ei Tt 
TT) 
3 


rt 


2 
Constructive 


— Informative 
— Prefusel ‘e 
{ltlustrated. Your request 3s 
bring only the book—no sales i 
man, 
| pn ae ae ee ae ae th SS So oe 


{ PORCELAIN ENAMEL INSTITUTE 
€12 No. Michigan Ave., Chicago 


‘ Send me your free book on Porcelal® 
Enameled Signs. 


( Addres# 
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Feminine Dallas 
Follows Through 


On the News’ and Journal’s Food Pages 


Showing part of one of the capacity audiences 

which attended the daily sessions of the School. , P : . . 

—_ (Insert) Our food editor carves a roast under the Sessions of the National Live Stock and Meat Board’s 
a approving eye of the lecturer. 3 ° a . ° 
vo Cooking School, held in Dallas this month under sponsor- 
le . r . 

go ship of The News and The Journal, were easily the year’s 
liana . . . . . 
—_ high point in matters culinary. Capacity crowds attended 
m each session. 
$s pub- 
vering 
Bag en These thousands of women were “following through” on 
an Dallas News and Journal advertising. Participating mer- 
‘al 
oe oe chants reported a convincing increase of sales—both of ad- 
io Chi- - + . 
ager vertised foods and kitchen equipment. 
7 Just another cooking school? No—another manifesta- 
eceedet . 1 
of the tion of the custom-shaping power of these papers. 
¥ § Texas’ major market—which is also The Dallas r . P 
a News’ and Journal’s market—is the black area Advertisers who would SWay public buying habits have 
) : shown above. Thirty-seven counties—tirst market r ‘ 

in population and wealth in Texas, an empire of no more potent medium In any market than these top-notch 


agriculture and industry, and the world’s greatest 


papers in Dallas. 


oil supply. 


THe DaLLtas Mornine News 


THe Datras (Evenina) JouRNAL 


‘Texas’ Major Market Newspapers” 
John B. Woodward, Inc. 


Representatives 


ge ve Associates: The Semi-Weekly Farm News; The Texas Almanac and State Industrial Guide; Radio Station WFAA (50,000 Watts). 


aye F et BS g ’ Bi “¥ se " “ ™ ie ex Ss Ae y i ; 4 .. Sees 3 ee eae _, : Sie ae a Oy pas 5 Fa ae a aoe: Me caer ' Nes : 3 
—_ een eee eee 
, ae ’ - . ig : iy abe y , >" ' ; : 
= .< vy’ ‘i > > . 3 = be Fe 2 " ad id ; > i. _ i * aw é 

ull- 2 5 f ~g 2 _ + en ~~ = . Qa 

| oie ag | Toes: Cae S te ee. 

of a ¢ “il ~ ¢ ile Y : Pre = @ , d ~~, é 4 an ta, . ae - 
~~ ¢ ua | at ht ——_ _" 4 YS. vee —u Poy 

™ 7 ad . = * ’. . oe 7 P 1,3 + & é a 
|S 4 ee were hee 
“| ie AT | Of Cae aS pee Se Sy : 

—— “a us i a | ‘ “ ~~ si “ be 4 ee . w = - J . = B y én 
aie ; ia a° ceor, > | = Aes . _ A : ro - / * e’ : ¥ 
aif SAS De ae. NEY, 4 . | 

| —_ eam fF % Sf «4 a a. ¥ ee De® <3 . .* >. 5 - >. 4 ee a ; al 
3 ‘ Tee ey F = 2 ee a / / “a 3a Re oe ’ m. , : ; 7 : . a fs iy a 
orm : : ee e i co y ~N _ y | Ee aN 4 \ an, 
| "| * ~*~ peas? ; , a if : > / rt « Say : 4 r ote 
. "1 ee ‘> ©€ % 4 i! . . a vy . > a ; ay ¢ bd ; ‘ | wit. 4 ria - f 
- i * aS TlT Ye . a 
olly- a “— ie: gg . : ; - af ag o . 4 &y ; % ae 
new a7 ; ne ; " 4 Ke : ef | 3 ; ‘ f x yy . : kus \ ro “ FS 
tan : 2 y sf aid , wie ae sod ae E . : 4 il im ; 
re % : . Sie % : eo a - > Wage? Ne . )- ; 2 i “ea a ie al 
——— ' di x oS a Boge * ; : ; AY 7 oe ; y ees i fj ed ’ . ‘ ‘ Pi .9 : 
“"" _ ih es ae Ri 'S 4 _* 4 re goat jf Ah : ae i | 
- . = _— = oa - aan . si i e. a sew: a hy ; SPA Y P | e 
is to 5 : j : : ; 
: < 
: | "*F ee? J § 4 ee 
ia | , 4 
| # j a ” 
= ae: ‘(i 
e de- : 
a a po 
“, 
e & ee 
ive @ 
ive s 
ci aa 
—~— Sd 
UTE : 
Porcelait a 
ee, ee ite er a edt Cee oo ae ee Pa Woy 3 hae = - ‘ag io he 5 | es ee al . v3 "a Veo eden ees ian i. te e ee) ne = vy. (th. oe ye eee + vig Se Ae emer cuits oe oe RE an” y “ 


34 ADVERTISING AGE March 29, 1937 


AYER PORTRAYS | EVOLUTION OF NEWSPAPER COLOR COPY DEPICTED IN EXHIBIT Minn Grates in 


RISE OF COLOR New Electrical 


Promotion Drive 


1 mi , 

f a : oT ee 

( de! & 4 ‘ . ‘iad 4 om 

IN NEW PAPERS Pp ak @ é . : J Denver, March 26.—Increase 
RINTING so ee il ; ae newspaper and radio advertising wa: 


—a IN NEWSPAPERS Bs, Po) » = . projected today for the Rocky Mow 
og ons : ~—e tain Electrical League which goes 
Exhibition Shows Crude Work | 
of 1900's 


into operation April 1 under dire 

tion of George E. Lewis, who ha 

been appointed secretary-manager. 

The new organization results fro 

a merger of the Rocky Mountai: 

Philadelphia, March 23. News- | Electrical Association, covering Col 
paper color’s dramatic rise from a | 
crude embellishment of Sunday sup.- | 
plements in the early days of this! 

century to its role today as a power- | 


a4 eit ; rado, New Mexico, Wyoming, ani 
tul sales weapon is striking de-| os 


parts of South Dakota and Nebraska 
with the Ele 
picted by N. W. Ayer & Son in an Development of color reproduction technique by 500 daily newspapers is presented in this new exhibit in the N. W. Ayer 
& Son galleries, Philadelphia. 


trical League of 
Colorado. Actio 
was taken on 
the merge 

March 8, and 
the accounting 
engineer 

ing, and opera- 
tions divisions 
of the new 
League met 
simultane 


a Bake 


exhibition at its galleries tracing the | 
development of reproduction § tech- 
nique through three and one-half | standpoint of color application and |the comics,” it is pointed out. “Its|taken from the Philadelphia North 
decades, to a point where it is now|copy appeal. For, reflected in this| use spread to the editorial and adver-| American of October 6 and 13, 1901, 
being used regularly by 500 daily| exhibit, shortly to go on a tour of|tising sections of Sunday editions.| employ a few crude, sickly dabs of 
newspapers in the United States. other metropolitan cities, is the key-| Today advertising often borrows| color strictly as decorative touches. 

Placing chief emphasis on the con-| note to the comparatively recent | their appeal by printing selling mes-| No photographic reproductions are 
trast between the new and the old,| trend toward cartoon type copy and| sages on the comic pages and in the| given this glamor. One full page 


the Ayer exhibition points out the|/illustrations in newspapers and other | comic manner.” |layout, for example, is entitled, 
debt that modern advertising owes | media. The earliest examples of newspaper | “Nearby Haunts of Philadelphia Gun- 6. 6. Lewk ously March 15 
to newspaper comics, both from the| ‘Color first entered newspapers via| color printing, for the most part;ners.” On all these layouts color and 16, in ad 


vance of the formal amalgamation 


zealously avoids any intricate half- 
of the two organizations. 


tone areas, being confined to isolated , : 
spots and borders. The Public Service Company of 
Today’s applications of color in Colorado, through the League, is of. 
newspapers are divided into two| fering advertising co-operation to 
main classifications in the exhibi-| ther utilities throughout the region 
tion: gravure printing and _letter- covered. — The company’s advertise- 
press. The versatility of both proc-|™ments will sell the idea of the mod- 
esses is demonstrated in reproducing | €™2 in various appliances, according 
different types of copy, including art-|t® Season, and will be so prepared 
ists’ drawings, direct color photo-| 5 to copy and layout that they may 
| graphs and tinted pictures. be used by other companies outside 
of Denver, with only minor changes. 
Production of Gravure ——- - ~ ——- 


Typical color gravure procedure Cosmetics to Gotham 

| from original copy to finished pages| [Louise Rogers, Inc., Larchmont, 

is shown step by step. Yellow, red,|N. J., specialist in vitamin cos- 

|blue and brown separation negatives |metics, has appointed the Gotham 

are displayed, then the finishea|A@vertising Co., New York, to 
A handle advertising of Angel Skin 

jetched copper cylinders ready for! Newspapers and radio will be used 

| the press. The technique of trans-| Sanford H. Lane ‘is account ex- 

| ferring images is explained and the} ecutive. 

| method of achieving attractive multi- 

‘color effects outlined. A full page 

color gravure advertisement for Yard- 


| ley of London is used as the demon- oe 
| fourteen years advertising manager 


| stration — - and sales planning manager of the 
Four-color letterpress jobs are also | USL Battery Corporation, Niagara 
illustrated, step by step. It is pointed | Falls, N. Y., has joined Baldwin & 
out that modern newspaper letter-|} Strachan, Inc., Buffalo, as vice-pres- 
| press procedure is exactly the same | ident. 
|}as that employed in magazine print- 
| ing. Separation negatives are shown, 
}as well as original halftone plates 


Giauque Joins Agency 
E. Duncan Giauque, for the last 


| and curved electros to fit high-speed Hh + t 
eylinder presses. ALTIMORE 
The procedure followed in repro- E IT’S 


ducing four-color comic sections is 
also demonstrated. The contrast be- 
tween early comics and today’s out- 
| put is particularly interesting. The 
'chief difference lies in the absence 


out: 


the 


upware: ‘1 Sales for M") ‘of the “balloon” in the older variety 
‘pllowing are the ee of humor. Instead, type captions are 
: oaditts Southern Market: a Sle printed underneath each drawing. | twic 
00 ——— ae — —— 
City $136,842, 
000 
ATLANTA 123,550, | : toh 
000 a vour omcmat | ° 
Dallas 123,524, 
000 : 
oe Vor 918,000 5 = Amp An ” 
Houston 101,915. 
000 | 2k. cC.S. PRIWT 
Memphis 100,702. | 
isville 79,837 000 
Louts 4 744,000 com 
: n 78,/ 4%. | 
Bear atoric 75,326,000 | ITH 64 grades and 
saab 74,561,000 | sizes of paper, with fror 
Nashville | scientifically correct lighting 
for EACH job, and with in- 
| . E . tem 
| tense specialization, R. C. S. 

“1 the South's leading er | Studios have raised the art of . 
The leading mange paid daily average © | the copy print to new levels; in ty 
The Atlanta Journal 034, the highest er | R. C. S. copy prints are EX- 
for February was TOON" | ACT DUPLICATES of their 

| originals, tone for tone. Why 
| accept less? They cost no 
| more! 
ig 
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2 Sm. ~ ASS Sales figures for 1935 recently released 

: ia: Sins cs. show that in point of retail sales, the 

— - 4 Atlanta market offers the greatest possi 

i ~*~. " = bilities. Setting the pace with 2 dollar 

; f. a _ a volume of ¢ | 36,842,000 sn 1935, At- 

a d me : ee \anta s sales have continued definitely 
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ad bulletin the ideals cd the sectety of frypegraphic ante. perhaps we protest tan mgd & eal 
a wriden ruth; teat the sostety hos reoched o maturity which patties expeence y + 
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@ the chicago society of typographic arts is an organization of the miller & hutchings. typesetting executed by advertising typogra- 
° . . . - 
outstanding designers and typographers of the middle west. with phers, inc. (who also set this advertisement); and printing by mun- 


the issue of march, 1937, the s. t. a. bulletin, heretofore published roe and southworth on paper supplied by swigart paper company 


twice a year in two or four pages, becomes a journal of eight pages, @ each issue of the bulletin will be planned by a well known de- 
to be published each month except during the summer. dale nichols, signer, working entirely without restriction. editorially, the bulletin 
whose striking paintings are as distinguished as his designs for will not only publicize and record the activities of the society, but 


commerce, has designed this first issue. startling in its departure will contain articles by eminent artists and commentators on phases 


from tradition, it is particularly interesting as an experiment in con- of contemporary design, reviews of pertinent books, and other items 
'emporary typography @ mr. nichols’ cover design was interpreted of general interest to the graphic arts, including examples of out- 
in two-color line etchings, with flat colors overprinted, by collins, standing design by chicago artists and others. 


is advertisement sponsored by 


collins - miller & hutchings - inc. 


207 north michigan avenue « chicago « telephone franklin 5854 
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BETTY AT BATH 
INSPIRATION OF 
YOUNG COPY MEN 


York, March 23 Prosaic 
may fall to their lot 
in times to come. But just now the 
60 embryo copy writers, enrolled for 
the copy clinic held by the Adver- 
tising Club of New York as part of 
its advertising course, are reveling 
in such choice tasks as advertise- 
ments for the air bubble bath which 
has made Betty Lawford, featured 
in “The Women,” the darling of 
picture editors the country over. 
Written by the wife of Henry R. 
Luce, publisher of Time, Fortune and 
Life, under her pen name of Clare 
Boothe, “The Women,” running at 
the Ethel Barrymore theater, is con- 
servatively described as a smash 
hit, boasting, among other features 
a cast totally devoid of males and 
an entire scene devoted to Betty 
Lawford at her bath. 


New 
assignments 


the charities to which the play- 


Anp in the 


the population is predominantly rural, business continues to move ahead 
with farm income. 


Rural retail sales in the South increased 191% 


All the fore- 
going adds up to a nice income for 


South, 


COPY CUBS' ENTHUSIASM FOAMS AT BETTY 


a 


icing * 
yet’ ae min 
inna 


Betty Lawford, actress, 
York copy clinic. 


play is 


wright’s income from the measure of the Lawford comeliness | 
said to be devoted. in the bathtub scene is a device} 
But what most sophisticates do| which its inventor, Helen Heckman, 


not know is that the source of the 
soap bubbles which conceal a large 


has placed on the market for 
mercial exploitation. In _ fact, 


com- 
ex- 


... Rural Sales and Progressive Farmer Linage Up... 


All Signs Point to Further Gains Throughout 1937 


1936 was the second successive year that 


Southern farmers received right at two billion 
dollars in cash farm income. 

Last year’s huge total 
which was 26‘¢ 
come—represented a gain of eight hundred 
and twenty-five million dollars over the Souths 


of $1,953,566,000— 
of the nation’s cash farm in- 


1932 cash farm income. 


where farming 1s the major industry and where 


» 1936 over 1935, as 


. Arar . oe M C J 07 y : 

compared to a gain of 1514% for the country as a whole, according to 
y . " : 

U. S. Department of Commerce reports. 


‘| HE financial condition of Southern farmers 
outlook for yields and prices of the South’s 
has recently advanced to more than 14 cents a pound) 
vation payments of 


the favorable 
leading cash crops (cotton 
Soil Conser- 
more than eighty million dollars this Spring and 


which are estimated to run well above $150,000,000 for the South in 1927 


assure still greater sales opportunities in the Rural South through- 


out 1937 


On top of its large gains in advertising linage in each of the last three 


vears—the gain for 


shows a gain of IT. 


months of 1936. 


5% for the first four 
And 


l'armer not only indicates substantial gains during 1937 


1936 over 1933 being 125 —Progressive Farmer 
months of 


bx ¢ *ked 


1937 over the same 


the advertising ahead by Progressive 


but it further 


evidences the continued alertness ot advertisers and agencies to translate 


increased sales opportunities into increased sales. 


MORE THAN 930,000 
A. B. C. NET PAID WITH 
RATES BASED ON A 
GUARANTEE OF 850,000 


““IN THE RURAL SOUTH 


BIRMINGHAM MEMPHIS 


RALEt*G UH Se e8@ kt & § 

250 Park Ave. Daily News Bldg. 

vewvorn cwrcaco @ Progressive larmer 
Southern Ruralist 

ers PROGRESSIVE FARMER’ 


is the alluring subject for the copy efforts of 60 embryo copywriters in the Advertising Club of New 


actly four of these foam baths had 
already been sold when the appli- 
ance was suggested to the students 
enrolled for the copy clinic as a 
likely means of testing their copy 
writing capacities. 

The resulting advertisements pro- 
moted a fertilizer spray for amateur 


gardeners and the _ rejuvenated 
Franklin Simon store, Manhattan 


retail outlet of pretensions in years 
gone by, which recently passed into 
the management of Floyd Odlum 
and Atlas Corporation. 


Experts Lend Aid 


The sessions of the current copy 
clinic are four in number, a week 
apart, and under direction of Wal- 
ter A. Lowen, placement specialist. 

Among the prominent copy execu- 
tives heading up various sessions of 
the clinic are Harford Powel of Kim- 
hall, Hubbard & Powel, Inc., Philip 
C. Kirby, former copy chief of the 
Geyer Company, Dayton, O., and 
now on the promotion staff of Na- 
tional Broadcasting Company; Mark 
Huntington Wiseman, is vice-presi- 
dent in charge of copy for Cecil, 


Balfe Honored 
in Distillers’ 
New Campaign 


New York, March 23.— Forty 
thousand window streamers, 30,000 
window displays, another 30,000 


counter displays and 80,000 back-of- 
the-bar displays are going up in the 
nation’s package liquor stores and 
bars as part of 
the “spotlight” 
campaign being 
conducted by 
National Distil- 
lers Products 
Corporation in 
a tie-up with 
two newspaper 
advertising cam- 
paigns now 
carrying the 
messages of 
Town Tavern 
straight rye T. W. Balfe 
whisky and 

Windsor straight bourbon whisky 
to 30,000,000 potential consumers. 

Arthur Kudner, Inc., is supervis- 
ing advertising of both brands. 

A feature of the point-of-sale pro- 
motional campaign is a nation-wide 
organization of distributors’ sales- 
men called the Tom Balfe Winners 
club in honor of Thomas W. Balfe, 
general sales manager of National 
Distillers. The club was formed 
earlier in the month when the spot- 
light campaign was launched by 
National Distillers executives, who 
laid the entire plan before distribu- 
tors’ salesmen at 250 meetings. 


Warwick & Legler; Prof. George 
Burton Hotchkiss, author of accept- 
ed textbooks on copy and copy writ- 
ing; Joseph Jackson, copy chief of 
Kelly, Nason & Winsten, Inc.; G. 
Lynn Sumner, of G. Lynn Sumner, 
Inc.; Gordon Cooke, copy executive 
of Blackett-Sample-Hummert, Inc.; 
William L. Day, vice-president and 
copy director of J. Walter Thomp- 
son Company; and Walter J. 
Weir, copy executive of Fletcher & 
Ellis, Inc. 


COMPLETE 


through the Telegram-Gazette 


Gazette circulation leads and 
dominant. 


age, 18-mile_ retail 
g 


MORE 
THAN 


Dividing these same 


buying power shows that 
dominant in every group 


buying power. 


| 80.75% 
| 85.97% 


Teleqgram-Gazette 


| 

| 

POPULATION: Worcester and 
| 433,000. ‘Telegram-Gazette 


for over nine years. 


Worcester, Massachusetts 


Advertisers obtain complete coverage of the Worcester Market 
suburbs, among readers of every class and kind, Telegram- 


Not a dozen newspapers in competitive fields 
throughout the nation cover their respective fields so thoroughly 
as the Telegram-Gazette blankets the rich responsive Worcester 
Market in the heart of New England. 


Of all families in Worcester and the aver- 


everyday take a Worcester daily paper— 


tho TELE GRAM-GAZETTE covrcss | 


= OF 


families into three groups according to 
Telegram-Gazette 
highest in 


Covers, 


OF CLASS C 
Those 


OF CLASS B FAMILIES 


Those of 


O/ OF CLASS A FAMILIES 
. O Those of highest buying power 


average 
circulation: 


| THE TELEGRAM-GAZETTE 


| Worcester, Massachusetts 
| GEORGE F. BOOTH, Publisher 


PAUL BLOCK AND ASSOCIATES - - National Representatives 
New York, Chicago, Boston, Detroit, Philadelphia, San Francisco, Los Angeles, Cincinnati 


COVERAGE 


ALONE. In the city, in the 


Telegram-Gazette influence is 


zone which 


trading 


SIX DAYS 
(J CVERY WEEK 


coverage is 


the groups of highest 


Siv Days Every Week 


FAMILIES 
ot lowest buying power 


medium buying power 


18-mile retail trading zone, 
more than 100,000 net paid 


— 


Co. 
mo! 
net 
wit] 
peri 


incu 
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— 
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Earnings of 
Advertisers 


Westinghouse Electric and Manu- 
facturing Co. shows net income earn- 
ings for 1936 to be $15,099,291. This 
compares with $11,983,380 earned in 


1935. 


vwy 
Net profits of the Chilton Co. for 
the year ended Dec. 31, 1936, 
amounted to $234,934, compared with 
$159,456 for the preceding year. 


Union Tank Car Co. and subsidiary 
report net income of $2,113,634 for 
the year ended Dec. 31, 1936, as com- 
pared with $1,475,392 in 1935. 


Report of National Enameling & 
Stamping Co. for 1936 shows net 
profit of $343,231, compared with 
$312,895 in 1935. 


 .%. 
Net profit of McGraw-Hill Publish- 


ing Co., Inc., and subsidiaries for the | 


year ended Dec. 31, 1936, amounted 
to $954,660, compared with $609,691 
for the preceding year. 
, FF F 
Report of National Cash Register 
Co. and subsidiaries for 1936 shows 
net profit of $2,865,341, which com- 
pares with $1,520,409 for 1935. Net 
sales in 1936 amounted to $42,977,337, 
xompared with $35,119,128 during the 
preceding year. 
vvwey 
Report of Porto Rican American 
Tobacco Co. and subsidiary reports 
net loss of $128,062 for the year 
ended Dec. 31, 1936. This compares 
with a net profit of $112,119 in 1935. 


. F F 
Axton-Fisher Tobacco Co. reports 
for the year ended Dec. 31, 1936, net 
income of $4,816,909. 


v v v 
General Foods Corporation reports 
net earnings of $14,240,957 in 1926, 
the best since 1931. This compares 
with net earnings of $11,730,768 in 
1935. 
vey 
Net income of W. T. Grant Co. and 
subsidiaries for the year ended Jan. 
31, 1937, amounted to $4,594,379, com- 
pared with $3,334,246 in the preced- 
ing year. 
v vy 
Report of Wesson Oil & Snowdrift 
Co. Ine., and subsidiaries for six 
months ended Feb. 28, 1937, shows 
net profit of $2,646,455, compared 
with $1,544,572 for the six months’ 
period ended Feb. 29, 1936. 
vvesey 
Curtiss-Wright Corporation shows 
a net income of $1,017,657 for 1936. 
This was the best year in the com- 
pany’s history from the standpoint of 
earnings, and compares with a net 
loss of $172,338 in 1935. 
7, + 9 
American Sugar Refining Co. re- 
ports profit from operation of $6,510,- 
276 for 1936, compared with $4,380,- 
790 for 1935. 
vvwey 
Expenses totaling $900,000 were 
incurred by Time, Inc., in the launch- 
ing of Life and in publishing the 1936 


STOCK PHOTOS 


Thousands of ready - to - use 
illustrations, on all subjects, 
are available for your inspec- 
tion. Write, wire or phone. . . 


KAUFMANN & FABRY CO, 


425 S. Wabash Avenue ¢ Chicago 
Telephone Harrison 3135 


_— 


| 


issues of the magazine, Henry R. 
Luce, president of Time, Inc., re- 
ported to stockholders in the latter 
organization. 

Time and Fortune operated at the 
highest rates of profit since their cre- 
ation and enabled the corporation to 
show a consolidated profit for 1936 of 
$2,747,232.59 after estimated tax pro- 
vision and deduction of the $900,000 
plowed back into the development of 


Life. The figure compares favorably 
with the $2,249,823.13 profit re- 
ported by Time, Inc., for 1935. 


Grathwohl to Hearst 


Hollis W. Grathwohl, formerly 


promotion manager of Fawcett Publi- 
cations, New York, has joined the}! 
promotion department of the Hearst 
Business Magazines, New York. 


THE MILKY WAY 


Horlick's staged a tie-up with the ill- 
fated flight of Amelia Earhart. 


‘37 Objective 
of Spring-Air 


| Holland, Mich., March 25.—Con- 
|tinuing the trading-up effort which 
has characterized its promotion for 
several years, the spring advertising 


Big Unit Sale 
| 


of Charles Karr Company will en- 
deavor to focus the attention of 
housewives on Karr’s Spring-Air 


outer spring mattress. 

While combatting the popularity 
of the lower priced inner spring mat- 
| tress, Karr uses considerable finesse, 
pointing out that the Spring-Air prin- 
|ciple is available in both types. This 
paragraph appears in all advertising: 

“There are 3,000 bedding manufac- 


ai 


| both types of 


turers who share the right of making 
modern mattresses— 
inner spring and outer spring. Many 


of them do make both types. Yet, 
nine out of ten outer spring mat- 
tresses in use are Spring-Air. Why? 


Because the records made by all com- 
peting spring units in this direct, 
out-in-the-open comparison prove the 
unquestioned superiority of Spring- 


Air’s guaranteed Karr spring con- 
struction.” 

The campaign, placed by John L. 
Wierengo and Staff, Grand Rapids, 
appears in American Magazine, 
American Home, Better Homes € 


Gardens, Fortune, Good Housekeep- 
ing, House & Garden, House Beauti- 
ful, Life, McCall's, National Geo- 
graphic, The New Yorker. Time and 
Vogue. 


OURJOIS doesn’t stop with enhancing 
feminine charm; it also enhances sales- 
manship by using “window appeal.” 
Above, you will see a black-and-white 
illustration of an eye-catching color dis- 
play now standing in thousands of store 
windows. This display was designed and 
lithographed by the National Process 
Company. The pretty girl was faithfully 
reproduced in all the natural tones of the 
original color photograph. The back- 
ground was done in a rich and daring 


combination of blue and silver. 


point-of-sale job we print. 


THE NATIONAL PROCESS COMPANY, ne. 


a 


This is but one of the countless sales-build- 
ing aids which National Process litho- 
graphs for outstanding business concerns. 
Whether you need a pretentious display 
to dominate a window—ora blown-up Giant 
Ad—or a patented Napcone to boost your 
package—or just a simple counter card— 
National Process will give it the stamp of 
prestige made electric with “sell.” Yes, we 
believe there can be “it” in advertising, 
too. So National Process works with you 
to put an appealing “come hither” in every 
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Publisher of 
Gannett Paper 


Dies Suddenly 


Hartford, Conn., March 22.—John | 
Furman Rolfe, who as a friendly | 
ival of Frank E. Gannett, won the | 
latte admiration to such an extent} 
that he made Rolfe publisher of the | Yoo 
Hartt ty Times in 1929, died here} WEAR A 
saturday night of coronary throm: | ont 
bosi Mr. Rolfe was 56 years old 

As a young newspaper man, Mr. | 
Rolfe became telegraph editor of a| 
newspaper in Elmira, N. Y., which | 4 
was running in opposition to one | Simplicity of design and solid construc- 
which Mr. Gannett owned and On| tion of this new Bauer & Black dealer 
which he also handled telegraph | display for Pal fits the “sturdy” theme 
news. The two papers were not only] of the message. The display was pro- 
in the same building, but on the duced by Zipprodt, Inc., Chicago. 
same floor. The two telegraph spe- | 
cialists got tired of running down |the management and was made pub- 
several flights of stairs and exchang: lisher of the Times a year later. His 
ing copy, and eventually knocked a} widow survives. 
hole in the wall for more direct com 
so apace Bayonne to Advertise 
The two eventually formed a | wie Deteetetel Geumaities for 
friendship which existed until Mr. | Bayonne, N. J., has appointed Roed- 
Rolfe’s death. After serving other | ing g@ Arnold, New York, to promote 
Gannett newspapers, Mr. Rolfe was/|the industrial advantages of that 
sent to Hartford in 1928 to represent | center. 


STU RDY MESSAGE 


| 


ORPHAN ANNIE 


| ered. 


| regular 


TAKES FIRST IN 
POLL OF COMICS 


New York, March 24.—The ups 
and downs of “Little Orphan Annie” | 
hold first place in the hearts of the} 
millions who follow the comics—an 
audience including over half of the 
adult population of the country— 
according to a recent survey by 
Fortune. 

Orphan Annie, who 
per cent of all the 
votes polled, comes the spinach 
eating strongman, “Popeye,” with 
9.5 per cent of the votes. “Dick 
Tracy,” “Bringing Up Father” and 
“The Gumps” are third, fourth and 
fifth in the group of 146 strips cov- 


Second to 
garnered 11.6 


The 
comics now 
dience than 
30.4 of United 


survey pointed out that 
command a greater au- 
columnists, who claim 
States adults as 
readers, and that comics 
longer be called strictly 
or juvenile. Leaning to 


can no 
humorous 


One Fare 


A. B. C. City Zone. 


than do Trojans. 


An Important Market 


Makes ‘Troy 


T. limits of Troy's local fare zone coincide with those of its 
That means Watervliet, Green Island, 
Cohoes and Waterford folks pay no more to ride to Troy stores 


(Many live nearer Troy's shopping district than 


do some Troy residents!) Troy is an important market because its 


stores and shops are within the range of one local fare for more 
than 119,324 City Zone buyers. 


For only one "fare" you can reach this army of spenders. One 


medium, The Record Newspapers—sole Troy dailies—takes the 


national or local advertiser's message into more than 4 out of every 


5 of the 30,738 City Zone homes for a single flat rate of 10c a line. 


In no other important Empire 


State market can you secure such 


thorough coverage at so low a cost. 


31,918 A. B.C. 


wa 


the 


radius of the 


City Zone lie 


j-nule 
BG. 
liet, Green Island, Cohoes 


Ht athin 
Troy A. 
IVaterv 
and Waterford, 
omtpact 


comprising one 
metropolitan area. 


| 
| 


| 


|newed 
| hookup. 


|Co-Operative Advertising, Inc., 
iis the agency. 


FORD DEALER SERIES GOES NATIONAL 
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After a test in Chicago, this double car 


card for Ford Motor Co., is to appear 


— 20 in 3,000 cities. 


tragedy and trouble, 

the final triumph of homely 
the strips, it was emphasized, afford 
their readers a day to day mirror 
of themselves as they would like | 
to be. 


extolling | 
virtues, 


Most Readers, 20 to 40 


While the highest percentage of | 
adult readers comes in the age 
group between 20 and 40, a signifi- 
cant part of the comic audience in- 
cludes those who came of age be- 
fore the strips were born. It is an 
audience without geographical or 
economic barriers, almost equally 
divided as to men and women. Of 
salaried executives, 60 per cent 
have a favorite; of salaried work- 
ers, 64.9 per cent. 

Lacking the beauty 
Temple, homely, dowdy 
gish Orphan Annie rules a greater 
public by virtue of her inner grace. 
Her world is that of American op- 
portunity, in which the poor and 
the meek may rise to affluence 
through their own efforts; in which 
the virtuous rich and powerful may 
be threatened but never defeated by 
villainous wretches. 


of Shirley 
and prig- 


Workers Favor Popeye 


The wage earner whose dream is 
to stand up some morning and tell 
the boss where to get off finds a 
hero in Popeye. Popeye can stand 
being goaded and taunted just so 
long; then down goes the spinach 
and up comes his good right arm 
with drastic results to those who 
would crush him. 

Occupying top place 
groups of classifications of Ameri- 
cans, with the exception of “Dick 
Tracy’s” popularity in the mountain 
states and metropolitan centers of 
gangland, “Biondie’s” in Hollywood, 
these two opposites of Little Orphan 
Annie and Popeye can well give 
food for thought, the article says, 
to advertisers considering this 
type of copy. 


among all 


Barnsdall Piemiin 


“Courteous Colonels,’ Barnsdall 
Refining Corporation program origi- 
nating in Tulsa, Okla., has been re- 
over a midwestern CBS 
It will continue to be heard 
EST. 
Tulsa, 


Saturdays at 10:45-11:15 p. m., 


Weber to S-C 


Weber Lifelike Fly Co., Stevens 
Point, Wis., manufacturer of fly- 
tackle, has appointed Scott-Telander 
Advertising Agency, Milwaukee to 
handle its account. Outdoor maga- 
zines will be used. 


Appoints Metropolitan 
Metropolitan Advertising Com- 
pany, New York, has been appointed 
to handle the advertising of William 


sj} has been 
| 


M. Calder, home development oper- 
ator, Brooklyn, N. Y. Former U. S. 
Senator Peter J. McKenna _ will 
supervise the account. 


Two Join Petry 
The New York sales staff of Ed- 
| ward Petry & Co., Ine., radio sta- 
tion representative, has added A. J. 
Young, Jr., formerly of WMCA, New 


York, and Morris Mudge, resigned 
from the Western office of Condé 
Nast Publications. 


Promotions at Caxton 
Victor 
secretary 
land. 
general 


has been 
of The Caxton Co., Cleve- 
Karl Byus has been named 
sales manager. Edgar S. Hall 
made vice-president, and 
Berkes, general manager. 


Laugesen 


F. 


| Jesse 


Gets Textile Account 


Rossi & Hirshon, New Bedford, 
Mass., have been appointed to handle 


advertising of Nashawena Mills, 


New Bedford. Trade papers and di- 


elected 


Ford Launches 
Car Card Drive 
in 3,000 Cities 


Chicago, March A $35,000 
monthly car card campaign in mor: 
than 3,000 cities was launched in a 
dealer tie-up this week by the Ford 
Motor Co., following a test campaign 
in Chicago. 

The test of a double card 
launched in Chicago Feb. 1 
localized dealer 


25. 


was 
with 
representation in 


the copy. The campaign centered 
on moving used cars. 
Extension of the campaign was 


determined upon last week after a 
canvass of response procured by 


the various dealers, and the first 
single card of the national drive 
through N. W. Ayer & Son, Inc., and 


Inc., was launched 
The double card will be 
April 20. 


McCann-Erickson, 
March 20, 
inaugurated 


“Motor Boating” Moves 
Motor Boating has moved to 572 
Madison ave., New York. 


BIG UP 


YOUR STORY 


IZE dominates! Tell 

your story BIG and 
you get an audience 
and hold it. Take every- 
day portfolios, 
class instruction charts, 
court exhibits, window 
cards—and turn them 
into something having 
new power—by blow- 
ing them up to giant 
size—by way of Rap- 
id's clear, crisp GIANT 
PRINTS. Let a Rapid 
Contact Man show you 
successful uses. 


RAPID 


COPY SERVICE CO. 


6 BRANCHES: NEW YORK, 4i5 Lexing- 

ton, 444 Madison, VAnderbiit 3-3680, 

CLEVELAND, Ninth — Chester Bidg- 

MAin 9335 @ CHICAGO, 110 So. Dear 

born, 228 No. La Salle, 360 No. Michigan 
Ave., STAte 5977. 


sales 


| 


rect mail will be used. 
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TESTIMONIALS 


ulty attitudes toward advertising un- 
covered at Northeastern University, 


| Boston. 
| “Most advertising is bunk and 
|}much of it just stupid and vidiculous. 


It can’t convince me I ought to buy| 


anything,’ William C. White, execu 


é 9 tive secretary and professor of edu- 
|cation at Northeastern, stated. 
“In my classes in marketing, re- 


(Continued from Page 10) 


study of advertising because 
en in that line usually lay more 
1ims as to what it can do than to 


hat it actually does. There is 
ch back-slapping in 
iternities. 
Advertising agencies 
int the picture in twilight 
id it is necessary to 
idents’ viewpoint because of this 
For should the student carried 
away by exaggeration, he would not 


too 
advertising 

too 
the 


balance 


be 


of much use to himself and to 
the advertising world when he en- 

ed into it. 

‘Advertising is in need of more 
esearch,” he said. “We are not 
igainst advertising, but we are 


against advertising waste.” 

That advertising is in need of a 
house-cleaning, that often it is 
nomically wasteful and that it is 


eco- 


just plain bunk are some of the fac- 


YOU PAY 


“7 alae i 
® Whether you realize it or not, 
you pay for good printing, en- 
graving, or ad-setting even if 
you don't getit... You pay for 
it with the business you FAIL to 
secure when your advertising 
doesn't bring the desired results 
... You pay in many other ways 
not included in the invoice... 
Since you must pay anyway, 
why not insist upon the Ti 
the FIRST pl« Ss 
considerable TIME, TROUBLE 
MONEY... Years of experience 


serving important advertising 


wWencies and commercial con- 


cerns is at your command 
when you call FAITHORN. Our 
MP E SERVICE everythin # | 


under ONE roof—is sure to help 
YOu. Let us demonstrate the value 
of this service on your next job. 
Simply phone Wabash 7820. 
Exceptionally well fitted to submit ideas, 


make layouts, prepare sketches and draw- 
ings—through every step of production. 


years Marshall _ 
| 
i & is 
FA RN 


3 
Linen Lec 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish, 
but all are here, ready to serve re 
Speed—economy—satisfaction assured. 


FAITHORN 


CORPORATION 
Telephone Wabash 7820 


504 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 


often | 
zones, | 


tailing and sales management I 


recommend the reading of such books 


as ‘100,000,000 Guinea Pigs,’ ‘Eat, 
Drink and Be Wary’ and ‘Skin 
Deep’ so that my students may be 
come better consumers and that 
much vicious propaganda may be 
| offset,” Prof. J. E. Jackson said 
“There are many instances where 


advertising needs to be counteracted 
| Specifically such advertising as Pep- 


|sodent’s is detrimental. Economically, 


ljadvertising is wasteful in the com- 
|petitive fields where extensive ad- 
| 


|vertising campaigns mean an _ in- 
|crease in the price the consumer 
pays. Cigarette advertising is an 
jexcellent example of this kind of 


advertising waste. 
“In our classes we discuss the con 


sumers’ co-operative movement in a 
general manner. With few excep 
tions our students are against such | 
a movement in this country.” 

| Prof. Jackson believes that Con- 
isumers’ Research has lost much 


prestige but that it is sincere in its] 


attempts to present facts. 
W. S. Lake, dean of the school of 


business administration, in discus- 


sing economic wastes in advertising | 
said that most wastes occur in purely | 


competitive fields and in advertising 
where the abuses of testimonials and 


good taste are prevalent. 


Hits Drug Field 


|; “One of the worst economic wastes 


in advertising is in the drug field,” | 


Dean Lake said. “Use of such books 
las ‘100,000,000 Guinea Pigs’ and ‘Eat, 
| Drink and Be Wary’ is recommended 
jas collateral reading to give the stu- 


|dent a true picture of advertising. 
|These books are used as a sort of 
| antidote.” 
| Consumers’ Research, Dean Lake 


| believes, is honest in its conducting 
lof experiments and tests, but is not 
| altogether reliable. 


“Ethically, testimonial advertising | 


}won’t hold water,’ Gerald Tatton, 
instructor in advertising, said, “but 
it certainly makes for good selling, 
especially when the person giving 
the testimonial is directly related to 
ithe product being advertised. 

| “My students are offered such 
|books as ‘Eat, Drink and Be Wary’ 
to bring out the power of advertising 
| to sell products having few merits.” 
| He believes Consumers’ Research 
| to be incomplete but reliable as fai 
las it goes. 

Students at Boston 
|understand “the testimonial racket’ 
land believe “that it is hurting the ad- 
| vertising profession,’ said Charles 
|E. Bellatty, head of the department 
lof advertising, College of Business 
| Administration. 


University 


’ 


Students Show Disgust 


In a poll of students in his adver- 


that students showed disgust 
strong disapproval of the senatoria) 
testimonial advertising done 
Lucky Strike cigarettes. The 
true of testimonials for 
cream and cosmetics. 
“Students do not believe 
advertising is truthful,” 


was Pond’s 
that 
he 


with me, that | 
diminishing of | 
and that as 
advertising ethics will 


But they do believe, 
there is a definite 
evils in advertising, 
time passes, 
improve.” 
In his advertising classes, Pro- 
fessor Bellatty uses magazine adver- 
tisements as background. In his 
course in advertising campaigns, he} 


uses ADVERTISING AGE as a_ text-| 
book, | 
“If advertising develops in the 


that cost him money to satisfy, ad- 
vertising is not doing a social serv- 
ice,’ Dr. Irving R. Whittemore, pro- 
fessor of psychology, told ADVERTIS- 
ING AGE. 

“In my psychology course, we study 
advertising from the point of view 
social consequences, and 


consumer entirely fictitious ot 
| 
| 


of its 


by | 
| 


there are many examples where ad 


tosis 


aceutical Company to 


of girls preparing to attend a social 


tising class, Professor Bellatty found | 


and | 


same | 


all | 
said. | 
“They Know that its faults are many. | 


MULTI-TRANSPORT METHODS PROMOTED 


Stop Business, 
Consumer Fight, 
‘Advises Dameron 


March 23. 


co-operative 


Cleveland Analyzing 


; consumer movements 


jin their relation to merchandising 
| Di Kenneth Dameron, Ohio Stats 
|} University professor of advertising, 
itoll Cleveland Advertising Club 
|members that business makes a 
mistake in setting up a struggle be 
tween itself and consumers. 

“The ‘consumer movement’ is not 
necessarily an attack on business,” 
jhe said, “especially advertising and 
retailing. The same practices de- 


nounced by retailers and advertising 


men are denounced by consumers.” 


A 


Rennicks Transferred 
This new display of the Railway Express Company graphically depicts the various 


: sepi Robert Rennicks, recently named 
means of transportation commanded by the organization. advertising manager of Harvey- 
————— ——— — ee Whipple, Ine., Springfield, Mass., 


event, it was found that 30 out of maker of Master-Kraft oil burners, 
has been transferred to head the Bal- 


vertising is Sire > Py > 2 35 rirle ‘ > to ft > ae: - - . 
erti ing is - undesirable from the the 35 girls had used Listerine as a /timore and Washington district. 
social angle,” he _ said. The hali-| precaution against or deterrent of | 


Pharm 
advertise Lis- 


campaign by Lambert bad breath. 


instilled in 


A fear of offending was | 
these girls through ad 


Hesmilten Elected 


Sidney J. Hamilton, Jr., formerly 


terine is an excellent example. In| vertising. Such an effect is a black- secretary of Fletcher & Ellis. Inc 
° e . — : ‘ . ¢ _ aiid * 
informal survey among a group|mark against advertising as a social | New York, has been elected a vice- 


force. 


president and director. 


ust Pblished | 


New WESTERN NEWSPAPER UNION 
Book of MAIN STREET MARKETS 


A practical low-cost program for 
‘Selling Main Street” where half 
of America lives and buys... 
including complete lists of 3800 
country town weekly newspapers — 

available to advertisers in 
| one mass group orin 31 
sectional units. 


Advertisers and 
their agencies are 
invited to write 

| for FREE COPY 


WESTERN 
NEWSPAPER 
UNION 


EARL E. SPROUL 
210 South Desplaines Street 
Chicago, Illinois 
DAVID MAGOWAN 
310 East 45th Street 
New York City 


WESTERN NEWSPAPER UNION 
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New Cleveland 
Survey Reveals 
Quality Swing 


Cleveland, March 25 A definite 
swing toward nationally advertised 
brands and loss of ground by chain 
stores are by the fourth 
Parent-Teacher Associations’ inven 
tory of the Cleveland Press, Scripps 
Hioward newspaper, released today 
Under direction of the newspaper, 
contents of 5,457 pantries were tabu 
lated, covering 96 classifications. 


revealed 


The first Press survey, made in 
1932, at the low point of the depres 
sion, showed use of a tremendous 
number of jobber and _ distributor 
food brands, which accounted for no 
less than 60 per cent of the total 
volume in some classifications. With 


incomes of most families responding 
to improved conditions, a sharp de- 
crease in use of private brands, and 
a corresponding swing to national 
and sectional trade-marks is shown. 
In 1932, chains secured 72.6 per 
cent of Cleveland grocery sales. In 
1936, according to the new survey, 
their share had dwindled to 60.7 per 


cent, though this percentage varied 
considerably according to products. 
The new survey is presented in 


conjunction with similar figures 


| MAKE NEW OUTDOOR ADVERTISING STUDY 


from Cincinnati and 


local tastes and _ habits. 


House coffee was shown to be the 


bringing out important variations in}ers in Cleveland; 
Maxwell] Cincinnati, but only 5.0 per cent in 


Results of a new survey of outdoor advertising response was disclosed last week 

by the General Outdoor Advertising Co., Inc. 

survey; B. L. Robbins (seated left) vice-president, General Outdoor Advertising 

Co.; Sam Nides, advertising and sales promotion manager, R. Cooper, Jr., Inc.; 

Dr. Miller McClintock (standing left), S. B. Maher, vice-president, R. Cooper, Jr., 
Inc., and G. R. Cain, research expert. 


These men participated in the 


Minneapolis, | favorite of 11.2 per cent of purchas- 


11.8 per cent in 


Minneapolis. 


omance=-= 
or Reality? 


Romance serves to lighten the load after the day’s work is done, 


legitimately too its glamour may be used in the merchandising of 


many products. 


must be cast aside ruthlessly — in favor of the facts 


But when it comes to advertising space, romance 


The 


Controlled Circulation Audit was formed to give the space buyer the 


hard but profitable realities of controlled circulations. C.C.A. is an 


independent organization; its sole duty is to audit controlled circu- 


lations at regular, periodic intervals, impartially, completely and 


clearly . . 


. The publisher of each magazine listed below can show 


you the C.C.A. reports for his magazine. And the C.C.A. insignia 


on his masthead, rate card and Standard Rate & Data listings is 


your guide to known value. 


This Advertisement in Behalf of C.C.A. is Sponsored and Paid for by the following C.C.A. Publications 


AGRICULTURAL LEADERS 
DIGEST 


AIR CONDITIONING combined with 


OIL HEAT 
AMERICAN DRY CLEANER 


AUTOMATIC HEAT & AIR 
CONDITIONING 


BAKERS REVIEW 
BETTER ROADS 


COMPRESSED AIR MAGAZINE 


DRAPERY PROFITS 

DRUG TOPICS 

EARTH MOVER 

ELECTRIC LIGHT & POWER 
ELECTRICAL DEALER 


ELECTRICAL MANUFACTURING 


EXCAVATING ENGINEER 
FLEET OWNER 

GOLFDOM 

GRAPHIC ARTS MONTHLY 


HOSPITAL TOPICS & 
BUYER 


INDUSTRIAL EQUIP. 
MENT NEWS 


INDUSTRIAL POWER 
INDUSTRY & WELDING 
JOBBER TOPICS 


LIQUOR STORE & 
DISPENSER 


LUBRICATION & 
MAINTENANCE 


MACHINE DESIGN 

MACRAE’S BLUE BOOK 

MEAT 

MEDICAL ECONOMICS 

METAL CLEANING & 
FINISHING 

MILL & FACTORY 


MACHINE 


MODERN 
SHOP 


MODERN PLASTICS 
NATIONAL JEWELER 
ORAL HYGIENE 
POWER WAGON 
PRINTING INDUSTRY 
PROGRESSIVE GROCER 


RAND McNALLY 
BANKERS MONTHLY 


RUG PROFITS 

SHOE STYLE DIGEST 
SODA FOUNTAIN 

SUPER SERVICE STATION 


SYNDICATE STORE 
MERCHANDISER 


TIRES 
WOOD PRODUCTS 


| remembrance 


| Cain Completes | 


Long Study of | 
Outdoor Field 


Chicago, March 22.—A _ survey | 
showing the degree of attention and 
value possessed by | 
advertising was presented 


outdoor 


lat a meeting at the Hotel Sherman | 


i JT., Ee., 


last week by George R. Cain, former 
advertising director of Swift &| 
Company, and more recently engaged | 
in research. Officials of R. 


zuests 


Cooper, 
were 

The meeting, sponsored by the} 
General Outdoor Advertising Com- | 
pany, was also addressed by Dr. Mil- | 
ler McClintock of Harvard Univer- 
sity, director of the Traffic Audit | 
Bureau, New York, and the fore- 
most traffic authority in the United 
States today, who described the de- | 
velopment of scientific standards in 


the outdoor field which resulted in 
a general rebuilding program to 
give advertisers the benefit of the 


more effective circulation obtained 
by paralleling main traffic arteries. 


Housewives Identify Copy 


The current 
which several 


Cain survey, in 
other organizations, 
as well as Mr. Cain, participated, 
has covered about 150,000 inter- 
views, of which 50,000 were with 
housewives in Chicago, Philadel- 
phia, St. Louis, Indianapolis, Den- 
ver, Hartford, Cedar Rapids, Dan- 
ville, Ill., and Glastonbury, Windsor 
and Stafford Springs, Conn. 

With the investigators themselves 
in ignorance of the identity of the 
company for which the survey was 
made, the following questions were 
propounded: 

“Which newspaper do you pre- 
fer? Which radio station do you 
listen to most frequently? Which 
is your favorite magazine? Do you 
notice billboard advertising?” 

Where the last question was an- 
swered in the affirmative, the inves- 
tigator presented certain advertise- 
ments, and asked the housewife if 
she could identify the advertiser, 
in spite of the fact that his name 
had been deleted, and also indicate 
in which medium she had seen the 
advertisement. To provide’ the 
necessary checks, newspaper and 
magazine advertisements were dis- 
tributed among outdoor, so that 
neither shape, color nor any other 
factor might influence replies. 


Taylorcraft Appoints 


Taylorcraft Aviation Co., Inc., Al- 
liance, O., has appointed Wales Ad- 
vertising Co., Inc., New York, to 
place a campaign for its Sunbird 
and Bob-O-Link airplanes. James 
A. Wales, Jr., is account executive. 
Copy will start in the April issues 
of aviation magazines. 


Berman-Tarter Starts 


George Berman, formerly of Ardlee 
Studios, New York, and Albert L. 
Tarter have opened Berman-Tarter 
Studios, 37 E. 28th st., New York, 
an advertising art service. Alfred 
M. Stein has been named a member 
of the staff. 


Prall Re-appointed 


President Roosevelt has appoint- 
ed Anning S. Prall, chairman of the 
Federal Communications Commis- 
sion, to succeed himself, for one 
year. The term as chairman expired 
March 11. 


Metropolitan Named 


Bran-De-Nog, foad beverage, has 
appointed Metropolitan Advertising 
Co., New York, for a newspaper cam- 
paign. The New Yorker will also be 
used. Harry D. Adair is account ex- 
ecutive. 


Plan Printing Show 
The National Printing and Allied 
Industries Exposition will be held 
at the Coliseum, Chicago, June 12- 
20. The show is managed by Trades 
Expositions Co., 812 W. Washington 
St., Chicago. 


Baekey to Anderson 


Barclay B. Baekey has resigned 
as advertising manager of Fidelity 
Union Trust Co., Newark, N. J., to 
join The Merrill Anderson Co., New 


York. 


TUNEFUL TIE-UP 


| 
If 


| 
| 
| 


G. C. Packard (left) Campbell-Ewald 
Co. radio executive and C. P. Fisken, 
Chevrolet advertising manager, put fin- 
ishing touches to the Rubinoff Musical 
Moments Revue contract over 401 sta- 
tions opening April 4. J. H. Neebe 
Campbell-Ewald Chevrolet account ex- 
ecutive, stands by for the signing. 


Burray Pushes Bike Line 


The Murray Ohio Co., Cleveland, 


has launched a campaign in hard- 
ware, 
on behalf of Mercury bicycles and 
Steelcraft juvenile wheel goods de- 
signed by Count Alexis de Sakhnoff- 
sky. The Bayless Kerr Co., Cleve- 
land, is in charge. 


Quincy Papers Merge 

The Quincy, Mass., Patriot-Ledger, 
which celebrates its 100th anniver- 
sary this year, has purchased the 
Quincy Evening News, established 
nine years ago. 


Osborn Joins Fertig 
Gardner Osborn has resigned as 
vice-president of the Fifth Avenue 
Publishing Co., to become an exec: 
utive of Lawrence Fertig & Co., 
Inc., New York. 


toy and bicycle publications | 


Multigraphing §Mimeographing 
Addressing and All Mailing Service 
THE LETTER SHOP, INC. 


440 S. Dearborn St., Chicago 
Telephone Wabash 8655-8656 


da 


auied them 


LEXINGTON WINS 


I’ve stopped at all the 
better New York hotels, 
but give me the Lexington 


all 


I've tried all the better New 
York hotels, but the Lexington 
wins with me. No wonder this 
famous hotel wins new friends 
every day. Its convenience and 
comfort will make you enjoy 
every minute of your visit to 
New York. The service is smooth 
and efficient. And the 801 cheer- 
ful rooms are as low as $3.50 
@ day. 


Lexington Features 


Every room with radio and bath. 
3 blocks from Grand Central. 
Near Radio City and smart 
shops. Garage in connection. 
Famous orchestras play nightly 
in the gay Silver Grill. 


HOTEL 


LEXINGTON 


48th STREET at LEXINGTON AVENUE, N. ¥- 
Charles E. Rochester, Manager 
National Hotel Management 
) Company, Inc. 
Ralph Hitz, President 
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P&G TAKES OVER 
MARLIN PROGRAM 
ON BLUE NETWORK 


New York, March 25.—Procter & 
Gamble Co. assumes sponsorship of 
The Story of Mary Marlin” starting 
Monday. The dramatic serial will be 
on the air Monday through Friday 
n eight stations of the NBC Blue 
network, 5 to 5:15 p. m., EST, on 
behalf of Ivory Snow and on 31 sta- 
tions of the NBC Red network, 12:15 
to 12:30 p. m., EST, for Ivory soap. 
Compton Advertising, Inc., New 
York, is in charge. 

Remington-Rand, Inc., has renewed 
for 52 weeks its “Five Star Final” 
program on eight stations of the 
Inter-City network and in addition 
has listed two more stations, WGAL, 
Lancaster, and WORK, York. The 
renewal, effective March 29, provides 
for five nightly 15-minute broadcasts 
and a half hour Sunday. Leeford 
Advertising Agency, New York, has 
the account. 

Campbell Soup Co. will inaugurate 
a new Wednesday night series March 
31 starring Shirley Ross, screen act- 
ress, Ken Murray and “Oswald.” 
The program is scheduled from 8:30 
to 9 p. m., EST, on a coast-to-coast 
CBS hook-up. F. Wallis Armstrong 
Company, Inc., Philadelphia, is the 
agency. 

Open Cycle Program 


“All Star Cycle,” sponsored by the 
Cycle Trades of America, Inc., will 
be launched April 1 over the NBC 
Blue network from 7:15 to 7:30 p. m., 
EST, with a repeat broadcast from 
11:15 to 11:30 p. m., EST. The pro- 
gram is in direct charge of L. M. 
Southmayd of the sponsoring organi- 
zation. 

Sherwin-Williams Co., paint manu- 
facturers, will use the ‘“Woman’s 
Magazine of the Air” Thursdays, 3:45 
to 4 p. m., PST, over the NBC Red 


Pacific Coast network starting 
April 1. On April 22, the time will 
change to 2:45-3 p. m., PST, and 


remainder of the 
Maloney, Inc., New 
the program. 
“Coronet—On the Air,” 
Taylor as master of 
ceremonies, becomes a network pro- 
gram, to be heard Friday, 9:30 to 10 
p. m., EST, through WJZ and a 
coast-to-coast NBC Blue network. The 
magazine has recently utilized WOR 
Tuesday, 8 to 8:30 p. m. David A. 
Smart, publisher of Coronet, will take 
that period for a program sponsored 
by Esquire. 

Part of the time vacated by Gen- 
eral Motors Corporation in shifting 
its Sunday Night Concert to an 
earlier hour will be taken by the Na- 
tional Association of Industries 
starting April 4. The program, 
Gladys Swarthout and pre- 
Wednesday evening, 


continue for the 
13 weeks. T. J. 
York, handles 

On April 2 


with Deems 


Ice 
ice 
starring 


viously heard 


TWO 
HIGH-GRADE MEN 


We are looking for two high- 
grade branch managers for ter- 
ritories West of New York 
City. They must be fully ex- 
perienced in the selling of 
magazine advertising and must 
be able to show past records 
of successful operation. 

We offer an exceptional op- 
portunity to the right type of 
men. We are an _ old-estab- 
lished, high-grade, business 
publication, recognized as one 
of the leading magazines of 
the present era. 
We will pay a 
starting salary. 


Reply Box 1079 
Advertising Age 


substantial 


ee een 


will be on the air from 10 to 10:30 
p. m., EST, over the NBC Red net- 
work. 

“Thatcher Colt Mysteries” has been 
renewed, effective April 4 by Packers 
Tar Soap, Inc. The program is broad- 
cast Sunday, 2:30 to 3 p. m., EST, 
over a coast-to-coast NBC Red net- 
work. In charge is Stack-Goble Ad- 
vertising Agency, Chicago. 


Myhrum Joins Coach Film 


Arthur Myhrum, former advertis- 
ing manager of the New York News 
and advertising director of the 
Omaha World-Herald, has been ap- 
pointed Western manager of Motor 
Coach Film Advertising, Inc., head- 
quarters in Chicago. 


Michels, Neally 
New Gardner V.P.’s 


G. P. Michels, account executive 
and A. W. Neally, marketing director, 
have been elected vice-presidents of 
Gardner Advertising Co., St. Louis. 

The company also announced last 
week resignation of the account of 
the Miracul Wax Co., St. Louis. 


Westlake to Lamport 


Lamport, Fox and Company, South 
Bend, Indiana, have been appointed 


to handle the advertising of the 
House Window Division of the 
Adams and Westlake Co., Elkhart, 
Ind. 


Chrysler Lays 
Plans to Reopen 
Spring Program 


(Continued from Page 1) 
jective. Resumption of advertising 
will coincide almost exactly with this 
uchievement, believed to require 
about two weeks’ time. 

Prospects for Advertising 
Normally, April advertising expen- 
ditures 


of Chrysler would have ap- 
proximated $1,000,000. While it 
hardly seems likely that this full 


amount will be spent, a substantial 
share of it will be released as soon 
as it is practicable to do so. More, 
rather than less than the mathemati- 
cal fraction, will be invested, it is 
certain, in an effort to regain some 
of the momentum which has been 
lost. 

Almost as engrossing as the for- 
tunes of the Chrysler Corporation is 
speculation as to the immediate 
future of the Ford Motor Company. 
While officers of the United Automo- 
bile Workers of America have freely 
predicted that Henry will have to 
talk business with organized labor, 
there are indications that Mr. Ford 


is considerably ahead of the union- 
ists in many respects, 

Harry Bennett, chief of Ford’s per- 
sonnel brigade, is believed by many 
automotive experts to have the situa- 
tion well in hand. Whether or not 
a buried gas line, or any of the other 
weird defensive measures attributed 
to Bennett, are actualities, is not 
known. Bennett himself smiles and 
says that Ford is safe because most 
of the workers are his. personal 
friends and because they have ready 
redress for any injuries. 

Settlements of the Hudson and Reo 
strikes are believed to await on de 
velopments in the Chrysler situation. 
While Reo negotiations are reported 
to have started at Lansing, Hudson 
officials are not even staying close to 
their home base, apparently being 
convinced that talk is fruitless until 
the Chrysler mutiny is ended. 


Maxwell House ’37 
Plans Are Outlined 


Full color pages in national maga- 
zines and Sunday newspapers and 
color and black and white insertions 
in farm magazines and small-town 
newspapers will be the background 
of the 1937 advertising efforts for 
yeneral Foods’ Maxwell House Coffee. 

Maxwell House Showboat, national 
radio program, also has been re 
signed for its fifth year. 


Warner Adds Newspapers 

Complementing 24-sheet posters in 
1,200 cities for “The King and the 
Chorus Girl,” Warner Brothers broke 
a newspaper campaign in about 100 
cities March 26 and 27, the dates of 
the production’s premiere. 

This drive will be followed by sim- 
ilar campaigns to support forthcom- 
ing features on the production sched- 
ule. Movie fan magazines and Stage 
will also get space. Blaine-Thompson 
Co., New York, is the agency. 


New Duties for Hoover 


Brevard Hoover, advertising man- 
ager of Bon Marche, Asheville, N. C., 
department store, has become direc- 
tor of promotions and window dis- 
plays in addition to general supervi- 
sion of radio and newspaper adver- 
tising. 


S°-LETTERERS 
AY-OUT MEN: STUDENTS 


Distinctive lettering will 
» snap-up your sketches... 
distinguish your finished art. 
Use “A to Z’’—a practical 
book with over 1,600 hand- 
drawn initials. When tn 
haste, they can be _ easily 
traced. The perfect ready-ref- 
erence guide. Only $2. 

If your dealer can not supply 
you, send $2.00 to 

Jacob Stein (Publisher) 

175 Fifth Avenue—WNew York, 


ARTIST 


645,750 CARS IN THE 
S «SS Plumbline MARKET 


SENSATIONAL DISCOVERY OF 
RICH NEW MARKET 


Street & Smith Readers Identify 
Themselves in New “Point of 
Purchase” Survey 


HE reader habits and buying potentials of Street & Smith 
Keown readers have been determined by one of the most 
unique and thorough investigations ever made. One hundred 
trained resident investigators, stationed at the “Point of Pur- 
chase” (newsstands) in 25 important cities from coast to 
coast asked 1,540 buyers of Street & Smith magazines to 
identify themselves, The entire procedure was conducted to 
conform with the recommendations of the AAAA standards 
for appraising advertising research. 


The Butcher, the Banker, the Candlestick Maker 
The investigation has given to advertisers a new conception 
of the Street & Smith fiction market. No longer is it possible 
to believe that the greater proportion of Street & Smith 


WRONG 


/PULP READERS\ 


“pulp” magazine readers comes 
from the base of the population 
pyramid. The ‘Point of Purchase’’ 
survey definitely proves that the 
circulation of Street & Smith mag- 
azines represents a vertical cross- 
section of America’s reading and 
buying population. It owms a defi- 


nite proportion of the buyers in 


all income brackets—in all occupations. 


The Great Plumbline Market 


From the top of the population pyramid straight to its base 
runs the Pluambline of Street & Smith readers, While it is 
true that a substantial proportion of Street & Smith readers 
are in the $1,500 to $3,500 income bracket, the income of 
this market has increased $15,500,000,000 since 1929! This 
is the market to which more and more of the income of 


STREET & SMITH PUBLICATIONS, INC. 


79 SEVENTH AVENUE, NEW YORK 


POPULATION 
PYRAMID 


9.4°/, SALE 


OCCUPATIONS 


(, PROFESSIONS 


(OWNERS OF BUSINESS 


RP. EXECS., MGRS. 


10.4°/, STUDEN 


15.5% 


SKILLED W 


KMEN 


18.8°/, UNSKILLED WORKMEN 


STREET & SMITH READER 


20.5%, MISC, OCCUPATION 


industry is being paid. It is the backbone of the market for 
nationally advertised brands of merchandise. 


63% Are Car Owners* 
The best proof that the P/xmbline Market has buying power, 
is car ownership. Information from the Street & Smith survey, 
tabulated by the International Business Machines Corp., shows 
that 645,750 families in this Plumbline Market of 1,025,000 
primary buyers own cars. These cars are driven by 1,226,925 
members in these families! What greater proof of immediate 


and powerful purchasing power! 


18.6% Read No Other Magazine 


The editorial standards of Street & Smith are the products 
of years of successful editing. These magazines have satisfied 
and thrilled millions—made them enthusiastic and constant 
readers of Street & Smith magazines for over 50 years. It is 
no wonder then that over 18 percent of the 2,665,000 readers 
(2.6 per copy) of Street & Smith fiction, read no other maga- 


zine, Only 5 percent read any other ‘ 


‘pulp” magazine. 


Consider then, what this means as a market for your prod- 
uct! Here is a virgin market composed of families on the UP 
and UP in buying power and surprisingly responsive to the 
advertising appearing in these, their FAVORITE magazines. 

You can tap this great outlet for your product effectively 
and economically, oly through Street & Smith Plumbline 
magazines. They are the key to the Plumbline Market. 


™N *The ‘'Poinr of 
Purchase’ survey 
conducted by the 
Bureau of Indus- 
trial Research sub- 
Stantiates all facts 
herewith revealed. 
A Street & Smith 
representative will 
present you with a 
copy on request, 
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Hotels Must Sell | Getting Personal 


in Rates, Harshaw Advises 


W. R. Hemrich, a. m., Armour & Co., joined the ranks of sit-down 
Chicago, March 24.—Hotels run-{ence here this week. The conference strikers—my, my. Scene was Don Marre’s Monte Cristo. Time, the 
ning to capacity, yet confronted with|adopted a new constitution and a night of March 20. Occasion, too much fast music. Result, Mr. Hem- 
expensive remodeling plans and|new name, Hotel Sales Managers rich’s party moved onto the orchestra stand and sat. Second result, 
higher operating costs, are faced with| Association, electing Hugh J. Con-| the orchestra played “swinging’’ Pennies From Heaven after Chuck 
the problem of selling increased}nor, Hotel Roosevelt, New York, McKinney, Shigeta-Wright partner had successfully acted as “sole’ 
rates to guests, Myron T. Harshaw, | president. bargaining agent. 
Campbell-Ewald Co., Chicago, said in Panel discussion of a model hotel 
an address at the Midwest Hotel} campaign included use of newspapers 
Show this week at the Hotel Sher-| and magazines for room business 
man, development, direct mail as above, 
Homer Buckley of Buckley, Dement| with newspapers and spot radio on 
& Co., also spoke, outlining direct|local stations for function business. 7 ———— aC 7 
mail methods for hotel advertising. It was also recommended that due PONTIAC MOGULS MAKE MUSIC 
Using a hotel of 750 rooms with a]bill business should be treated as 
yearly business of $1,500,000, as an|cash advertising, and that business Pee ed i, ee etn me 
example, Mr. Harshaw broke down|papers should be employed as a ee ne SS * 
a theoretical advertising budget of|means of converting editors and pub- “— 
$75,000. Between 53.3 and 60 per}lishers into good will ambassadors a 
cent of such a budget, he stated,|for the hotel. 
should be accorded newspaper copy, John Daniels, Jr., Hotel Statler, 
with the remainder divided among] Buffalo; and F. Don Endress, Hotel 
direct mail, radio, poster and maga-| Allerton, Cleveland, were awarded 
zines. first and second prizes, respectively, 
In his address on “Using the Mails|by F. F. Hendrickson, publisher, 
to Step Up Occupancy,” Mr. Buckley} World Convention Dates, for the best 
outlined the necessity of careful mar-| direct mail presentations submitted 
ket study and persistent follow-up}in conjunction with the exhibit of 
methods in this medium, as applied|this type of copy accompanying the 
to both local and transient guests. conference. 
In another panel on the building 


REPEAT BUSINESS HOLDS of individual business, F. Burton 
SPOTLIGHT AT HBPC MEET | Fisher of the Hotel Plaza, New York, 


French Lick, Ind., March 23.—J]stressed the importance of recommen- 
Direct Mail was recommended for|dations by regular guests, and of 
promoting repeat business and secur-|small, selective direct mail lists from At the Pontiac Motors assistant zone managers’ convention recently, Percy H. 


ing conventions at the 10th Annual|nearby cities over extensive mailings MacGregor (left), plant manager; F. A. Berend, advertising manager, and 
Hotel Business Promotion Confer-|to general lists. Sources of perma-| Verne L. Murray and Donald U. Bathrick, assistant general sales managers, join 
for a little close harmony. 


’ 


John Shepard 3rd, Yankee network owner, has been elected a trus- 
tee of the Suffolk Law School, Boston. He will be chairman of the 
standing committee of the department of journalism. .. M. H. Leister, 
a. m. of Sun Oil Co., and Col. Jim Healey, Sunoco commentator over 


————————————————————— } nent room business were described 

by Harry F. Brainerd, The Schenley, : 7 ; ; : ; 

Pittsburgh, as coming principally| WGY, were headliners at a dinner last week for several hundred Capi- 
3 ’ ¥ . . : : . + 

from present guests, personnel| ‘tl District distributors and dealers held in Edgewood Inn, near 


changes, real estate transfers, en-| Albany. . . 


gagement and death notices. A Bos- Mr. and Mrs. Donald B. Lourie (Quaker Oats), of Winnetka, IIl., 


ton guidebook, distributed among! are at the Brazilian Court, Palm Beach, Fla., for two weeks. . 
travel agents, has helped the Copley- 


Plaza hotel to obtain transient busi- Charles Stafford Duncan, McCann-Erickson, San Francisco, was the 
ness, according to Herbert A. Brooks winner of the $700 Altman prize by the National Academy of Design for 
of that hotel. a figure painting, Girl in Black. . . Advertising Men’s Post, American 
Legion, Chicago, celebrates “Jim Mangan” day March 29 at its lunch- 


° eon. Jim is a. m. of Mills Novelty Co... 

Carton Appliques for D. M. y 

Felt appliques, mostly in comic George Williams, advertising manager of Northwest Engineering 
treatment, are a new note in direct] Company, Chicago, is such an enthusiastic bowler that he belongs to 
mail advertising brought out by two leagues. And his average of more than 180 
Frances Emblems, Inc., New York. : : ie 

for the season shows that he is getting plenty of 

wood... 


David Horwich, account executive in the 
Chicago office of Lord & Thomas, was perfectly 
attuned to the arrival of spring, the mating sea- 
son. Mr. Horwich took Sally Brounstein as his 
wife on March 18 and the happy pair are now 
honeymooning. .. Loaded down with souvenirs 
and facts, Herb Mason, art director for Hutchin- 
son Advertising Co., Minneapolis, is back in the 
U. S. after a long stay in Europe... 


H. A. Koehler, Chicago manager for Hearst 
International Advertising Service, has been hav- 
ing a look at the glories of Bermuda... J. C. 
Billingslea, veteran in the Chicago farm paper 
field, is recovering from a long illness. 


chases duplication 


for OLD DUTCH 


“Buddy” Newman, of the Curtis Publishing 
Company’s Chicago staff, is still blushing. Af- 
ter buying a fresh haircut in the Wrigley Build- 
ing barber shop, Mr. Newman found that his 
overcoat was missing. He had just finished de- 
livering a fervid speech when an associate at 

A Curtis called up to tell him that the twain had 
president, went ‘ - ; 
xtuiinded ob the inadvertently swapped coats after lunching to- 
Yet Old Dutch Cleanser and| Hotel Mirador, Palm gether, and would Buddy please bring his friend’s 


| 


Thirty-seven million magazine} Arthur Church, 


circulation already on the list! KMBC, Kansas City, 


: ee Springs, Calif., re- coat to the office and get his own in exchange... 
their agency—Roche, Williams! cently, during a stop- 
& Cunnyngham- -were still able| °ve" 9” his Panama George A. Morrell, advertising manager and 
: f Canal-vacation trip. publicity director of John Morrell & Co., Ot- 
to uncover the nearest thing to — — tumwa, Ia., has just added a third job to his list 
an Aut-NeEw Market. They| president of the Ottumwa Chamber of Commerce. | 
is YOUR list added The Household Maga- John B. Cook, sales manager of the Reliable Electric Company, | 
zine’s 1.875.000 in Small Town Chicago, is one of the cleverest amateur magicians in the country. 
as good as Some of his card and coin tricks leave his audiences gasping. . . 


America specifically. That's ex- 


= — z—— —— — = 

actly where all the rest of their . . 
hier head failed sen bbauk Open Philadelphia Office 

ist had fanlec rive anket- : ae : : - 
= ae _ to give blanket New branch advertising offices of The first of a series of meetings 
age (or even a good lap robe) .| Time, Fortune and Life in the Girard|conducted by the Chicago Circula- 
Trust Building, Philadelphia, were|tion Round Table, in conjunction | 
= ‘ = formally opened March 22. The| With the Associated Business Papers, | 
What’s more, Small Town Amer- Philadelphia organization includes|Inc., was held March 24, with sixty | 
ica is easily farthest around the | Brooks Hering, James G. Downward business paper men and women dis- 


your distribution ? 


| 
| 
| 


liam Stone Hennesy and Henry B.|newal letters, will be held April 7 | 
THE Heston on Life. in the Medical and Dental Arts Club 
pect keane rooms. 


4 Distributors Appoint D.. 
ad O U & 2 rt O E) Hale’s, New York, distributors for Get Boston Post | 
a Simmons beds and Beautyrest mat- Wallace & Associates, Inc., recently 


tresses, will promote those products| formed New York newspaper repre- 


MAGAZINE Arthur Capper, Publisher, Topeka, Kansas | in metropolitan newspapers and na-| sentatives, have been appointed to | 


; oF. ; ’ tional magazines, through Gussow,|] represent the Boston Post. Andrew 
New York Chicago Detroit Cleveland San Francisco | Kahn & Co., New York. |C. Wallace is president. 
| 


. and Charles L. Holt on Time; W.|cussing how to get new circulation. | 
corner of Recovery. Harold Foster on Fortune; and Wil-| The next meeting, devoted to re-| 


Chevvy Digs Up 
Market Data in 
Dealer Survey 


Detroit, March 23.—The Chevrolet 
Motor Company today embarked on 
its annual “Quality Dealer” survey 
and analysis of markets and condi- 
tions, to improve the caliber of its 
field force throughout the country. 

Chevrolet each year goes inten- 
sively into the planning and manage. 
ment of dealer organizations, in the 
belief that it thereby builds a 
stronger, more active and more Valu- 
able selling adjunct to the factory 
efforts. In actual operation, as out- 
lined by M. E. Coyle, general man- 
ager, the program consists of two 
parts: operation, to maintain the 
dealer requirements for profit, sta- 
bility and sales leadership; and, or. 
ganization, to enforce the factory's 
program controlling the number of 
dealers, 

City surveys are being made 
throughout the entire country. These 
results are charted, graphed and 
mapped, together with a 10-year his- 
tory of each city. Then such factors 
are weighed, in conjunction with the 
information thus obtained, with size 
of the market, for both passenger 
cars and trucks, the location of 
shopping centers, the population 
shifts from year to year, the classifi- 
cations of population by income, in- 
dustries, the strength and age of 
Chevrolet’s competition, the location 
of new and used car markets, the 
present, past and future sales possi- 
bilities for dealers, and proper 1loca- 
tions for establishment of new and 
used car places of business. 


New Orleans on 
Advertising in “Puffs” 

The Advertising Club of New Or. 
leans has adopted a resolution de- 
signed to discourage solicitation of 
space in souvenir “puff” and publica- 
tions of doubtful circulation and 
reader interest. 

The resolution calls upon advertis- 
ing directors to distinguish between 
productive and donation advertising 
and to restrict the latter to anony-. 
mous contributions. 


Witcombe McGeachin 
Make Pattern Printer 


Witcombe McGeachin and Com: 
pany, New York, have patented a 
new process for accurate printing of 
brush marks and tone gradations, t 
be used for patterns on duPont 
Rayon, in which a realistic effect is 
obtained principally by etching di- 
rectly on the metal roller. 

Using duPont vat dyes, this process 
allows a greater freedom of color 
and pattern on fine fabrics. 


Ely Joins Howland 


Hal D. Ely, formerly Detroit man- 
ager of Reynolds-Fitzgerald, Inc. 
newspaper representatives, and re 
cently with the Elk’s Magazine, New 
York, has been appointed eastern 
manager of Howland and Howland 
Inc., publishers’ representatives, New 
York. 


LET’S TALK ABOUT 
THE RESTAURANT 
MARKET 


The restaurant industry is ex: 
periencing its greatest expansion 
in history. «Its 1936 sales volume 
is far ahead of 1929, former all 
time record. 


The field warrants your con- 
centrated efforts to capture a 
large share of its buying program. 


Tell this industry about your 
product NOW in the field’s fore- 
most publication— 


Phe American 


| 
| 


5S. Wabash Ave. 551 Fifth Ave. 
Chicago New York 
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Ma 


Cdve tis 


The rates for this department are as follows: 


“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” and 
epresentatives Available,” 30 cents a line, minimum charge $1. Terms: 
sh with order : te 

All other classifications (sinaie insertion rates): % in. » $2.75; 1 to 3 in., 
r in., $4.75; 4 to 6 in., per in., $4.50; 7 to 9 in., per in., $4.25; 10 to 12 in., 

per in., $4.00; 13 to 15 in., per in., $37 75. ; 

Write for descriptive folder of specimen ads and discounts on term 

nsertions. 
HELP WANTED ADVERTISING AGENCY FOR SALE 
OPPORTUNITY SEEKS A MAN Small, recognized Chee amoney. Bat. 
[ature in thought, young in years| S¢ven years. as mace go0e recors 
5 35) a sound understanding of | With radio advertising accounts. Ex- 
iness administration—a currently | cellent opportunity for experienced 
vessftul experience selling agency | @ccount executive, as only limited 
agin vice— se ser " » man we] amount of money required. ae Ae 
want. ge Ae now business | Box 1080, ADVERTISING AGE, Chgo. 
gle handed when necessary and = —— — 
} »ws where to go to net it. Adver- ADVE RTISING KEY Cc ASES 
tiser is é re »stablished, recognized | ~~ _ end 
Ch a a. ee ee aes eae Embossed with product, trade mark, 
r expansion. "Help us grow. Salary | etc. Twenty styles. Inexpensive, use- 
sis with opportunity for ownership | ful. Illustrated price list sent upon 


participation. Congenial surroundings 


Write for interview, detailing experi- 
ence, accounts served, ete. Strict con- 
tidence maintained. 

sox 1070, ADVE RTISING_ AGE, Chgo. 


Established progressive adhesive man- 
ufacturer has several territories open 
for part time men. If you are now 
selling to the Graphic Arts profes- 
sion and can use a profitable, sure- 
repeating side line item, write, stating 
territory you are now covering. 

Box 1065, ADVERTISING AGE, Chgo. 
Can use the part time services of 
modern layout and promotional man. 
Will poeriee office space for part of 


servic 
Box 1069, ADVERTISING AGB, Chgo. 


a POSITIONS WANTED _ 


EXECUTIVE 
PROMOTION 
man and artist who 
reality to ideas 
planning, sparkling 
copy, dynamic illustration. A layout 
man and visualizer of imagination; a 
stylist in direct-mail; skilled crafts- 
man with type; resourceful in produc- 
tion. Eight years director of adver- 
tising promotion prominent national 
magazine. Available for newspaper 
or magazine publisher, advertising 
agency, manufacturer, department 
store. ge 37, salary open. 

Box ADVERTISING AGE, N, Y. 


CREATIVE for 
SALES 

research 
gives dramatic 
through sound 


Writer, 


A 
1067, 


ATTENTION AGENCIES! The dealer 
mat service for retail advertising has 
been your “necessary evil’ and 
most neglected phase of your 
Let an experienced retail adman 
handle your electric appliance and 
household furnishing layouts, artwork 
ind mats. For reference and samples 
of a man specializing in this field, 
iddress 
Box 1075, 


YOUNG 


iOng 
the 
work 


ADVERTISING AGE, 
ADVERTISING EXECUTIVE: 
Able, active, versatile. Knows and 
an PRODUCE copy, layouts, plans. 
Industrial background with agency, 
publisher Sales and survey experi- 
ence. Make above average advertis- 
manager for manufacturer, Mar- 


Chgo. 


"1072, 


ADVERTISING AGE, 


Publisher 


Chgo 


Agency, or 


‘live to value of market research 

Director national consumer survey 
acked by 14 years advertising, mer- 
andising experience will be decided 
et to your organization. 

Box 1071, ADVERTISING AGE, N. Y. 

idea man wants eppertunity to con- 

I With agency, printer, or with 
inufacturer—specialty foods, candy, 
iron & steel and automotive. 

x 1074, ADVERTISING AGE, Chgo. 
REPRESENTATIVES AVAILABLE 
—LOOK— 
farther for that advertising space 

man— 
E —LIFE— 
life in your organization—I am 
single, free to travel, full of ambi- 
and building for the future— 


—TIME 
in advertising 
years Chicago 


t 


college major— 
newspapers—five 


directory space sales—at pres- 
traveling with chain of trade 
FORTUNE— 

th of us by writing NOW. 
i 1050, ADVE RTISING AGE, Chgo. 
Ex] perienced publishers’ representa- 
well established, with wide ac- 
ance in trade and class paper 
Chicago territory can handle 


nal publications 


6, ADVERTISING AGE, Chgo 


Publisher's representative 
record and wide 
York territory can offer spe- 
rvice for additional class or 
ape. almost sole representa- 


with suc- 
acquaintance 


ADVERTISING AGE, N. Y. 


esstul advtg salesman con- 
and display mfers. 
line or full time 
publisher or service. 
record New York, 


Phila. 
ADVERTISING AGE, N. Y 


now 


agencies 


cone 


WSB Adds Wicssitaiiien 


‘SB, Atlanta Journal _ station, 

brated its 15th birthday with the 
tion of a mobile transmitter unit, 
Wing “ie 


-\ 


Manufacturer | 


request. 
Weinman Bros., Facty. Mdse. Mart, 
Chicago 


BL SINESS| OPPORTU NITIES 


If you are interested in investing in a 
tested trade publishing company re- 
quiring $5,000 in both the oil and can- 
ning fields, inquire immediately 
Pp ublishing company now controlled 
parties of unquestioned integrity. 
Not necessary to be active in pub- 
lishing to become an associate. 


by 


Box 1073, ADVERTISING AGE, Chgo. 


MAILING ‘LISTS 


CLASSIFIED MAILING LISTS to sell 
your goods. Send 25c for 100 trial 
names. 


ROSA LEE ADVERTISING SERVICE 
606 N. East Ave., Oak Park, Illinois 


OFFICE DEVICES 
AD-MAN’S TYPE TABLE 
LIS TS 82 faces, 6 to 18 point. 
GIVES: line measure typewritten copy. 
l. set in 82 faces, 10 sizes. 
2. number of 


5e per copy, postpaid 

DWIGHT SPOFFORD 
1320 Harvard, Dayton, Ohio 
_OFFICE SPACE TO RENT 


Space available for small advertising 


agency affording modern _  photo- 
graphic, art and photo-engraving fa- 
cilities under same roof. In Chicago 


just out of loop; convenient free park- 
ing space and within immediate reach 
of elevated and surface lines. Spaceis 


exposure. 
Box 1081, 


ADVE cRT ISING 


AGE, Chgo. 


Will provide office space for free lance 


layout and promotional man in ex- 
‘-hange for service ‘ 
sox 1068, ADVE RTISING AGE, Chgo. 


ATTENTION!! 
MAIL ORDER DEALERS: 
Why not use our GUARANTEED 


characters that will set 


any line measure. 

3. faces and sizes usable definite num- 
ber characters per line. 

Pocket size- —easy to use—time saving 


light and airy with north and west | 


PHOTOGRAPHERS 


PHOTOGRAPHIC ILLUSTRATIONS 


etc., can be 
and reproduced 
typesetting 


magazines, books, 
in your layout 
out expensive 

ANY SIZE CAN BE 
In New York City our 
will call on request. Elsewhere, 
for free samples. 


with- 
and cuts. 
SUPPLIED 


Fred G. Korth 160 E. Illinois St., 
Chicago Phone SUPerior 8838 
SPECIAL SERVICES 4 

CUT YOUR PRINTING BILLS!! — 
Anything printed, illustrated, typed, 
handwritten or drawn can be repro- 
duced! Pictures, drawings, and dia- 
grams, clipped from newspapers, 


pasted 


representative 
send 


MISCELLANEOUS 


PHOTO POST CARDS 


The kind that build good-will 
bring you business. Don't fail to 


Selling announcement 
Write for Samples and Prices. 
Graphic Arts Photo Service 

3rd & Market Sts., Hamilton, 


and follow-up. 


O. 


and 
in- 
vestigate this new form of Successful 


The Advertising Market 
Place is the only classified 
advertising department of 
an advertising journal of 
large circulation which is 
built to develop complete 
service for the reader and 
maximum results for the 
advertiser. 

Write for folder of speci- 
men ads and special 
counts for repeat insertions. 


dis- 


The Advertising Market Place 
Advertising Age 
100 E. Ohio St 330 W. 42nd St. 


Chicago New York 


Dreves in Pontiac 
Pontiac 
ferred L. 
| Pontiac, Mich., 
dealer program, 


to 


Motors Company has trans- 
M. Dreves from the field to 
work on a new 


} 


LAUREL PROCESS, 480 Canal St., N. Y. | 


Promotion to 


Support Radio 
Urged by James 


New York, March 19.—Radio ad- 
vertisers were urged today to see 
that every usable form of sales pro- 
motion and merchandising is em- 
ployed to support the radio cam- 
paign and get the utmost from it, in 
an address delivered by E. P. H. 
James, promotion manager of the 
National Broadcasting Co., before 
the Advertising and Marketing 
Forum of the New York Advertising 
Club. 


“Merchandising at the point of 
sale,” Mr. James said, “is the most 
important of all phases of broad- 


cast merchandising. General adver- 
tising brings |the prospect to the 
store in a buying mood, but the ad- 
vertising job has not been complet- 
ed until the consumer asks the 
dealer for the product. It is here 
that various.forms of store displays 
can tie up most effectively with 
radio. 

“For the most part the consumer 
goes downtown several hours or 
days after hearing about the prod- 
uct in the radio program and it re- 
quires some reminder as he or she 


enters the store, to focus the full 
effect of the radio good will created 
for the product at just the moment | 
when the sale should be made.’ 
Expressing the belief that each | 
form of advertising can best be "4 
dled by those who specialize in 
Mr. James said that while his 
ganization had merchandising 
perts whose function it is to 
clients in the direction of how to 
cash in on their programs most ef 
fectively, the actual preparation oi 
booklets, pamphlets, window dis- | 
plays, salesmen’s bulletins, port- 
folios and direct mail should be car- 
ried out by the advertising agency 
and the client, rather than by the| 
broadcaster 


| 
| 
or- 
ex: | 
guide i 


Terry to “Redbook’’ 

William Terry, for five years ad- 
vertising manager of the MacFadden 
Detective Group, New York, is join- 
ing the New York advertising staff 
of Redbook Magazine, succeeding 
Edgar Rowell, who has joined the 
advertising staff of Liberty, New 
York. 


| its 


Kupsick “Observer” Bows 

The J. P. Kupsick Advertising 
Agency is now issuing a monthly 
house organ, The Observer, which 
deals with hotel, real estate, resort 
and travel interests. 


‘Appalachian 


|_Apple Budget 
Set at $75,000 


Roanoke, 


Va., March 23.—Appala- 
chian Apples, Inc., a four-state mu- 
ual apple advertising agency cre- 
ated last year, will spend $75,000 on 
enlarged program of advertising 
for 1937, as against a $19,000 budget 
in 1936, Secretary-Manager, Carroll 
R. Miller, announced today. 

The 1937 program is designed to 
cover 20 cities of the central east 
and south. This will include news- 
paper and magazine advertising, 
posters and grocer service. 

At the annual meeting, it was 
stated by Mr. Miller, that in Balti- 
more and Richmond, where complete 
“test” drives were carried out with 
full newspaper advertising coverage, 
backed by radio and grocer service 


work, results were most markedly 
successful. Appalachian Apples, 
Inc., is made up of the Horticultural 


Societies of Maryland, Pennsylva- 
nia, Virginia and West Virginia. 


Rowell Changes 
E. N. Rowell, formerly of the sales 
staff of McCall’s, New York, has 
joined Liberty in a similar capacity. 


Aw Cue Guarantees 30 OOO 


net paid A.B.C. average for 2nd half, 1937 


CCORDING to its first audit 
CUE'’s circulation 
the 2nd half of 1936—from 
16,356 on December 26th. 


Today CUE’s circulation exceeds 22,000—in 
spite of the recent increase in newsstand price 
All signs point to at least 


from 5c to 10c¢ a copy. 
28,000 paid by July Ist. 


To encourage advertisers to put CUE to work 
for them as soon as possible, CUE now guarantees 
a 30,000 average for the last six months of 1937— 


at no increase in the present 
based on a 25,000 guarantee. 


Thus, CUE’s page per thousand rates for the 


last half of 1937: 
$240 per page, 
2°" si 
200 ‘ sc 


CUE’s circulation advance 


1 time 
13 times 
26 times 


high-powered field crews, newspaper promotion, 


combination sales, 


lants. While CUE 


premiums, 


costs very little to promote—and therein lies the 
story of its vitality as a publishing property. 
Even with a minimum of promotion, present 


indications are that CUE 
Christmas. 


mail promotion in the Fall, the total may exceed 


45,000. 


Our ability to spend money to promote CUF’s 
circulation as it deserves to be promoted depends 
largely on the readiness of advertisers to use 


CUE this year. 


A number of representative accounts are al- 
ready appearing regularly in CUE, but there are 
not yet enough of them to permit any lavish 
spending of money for promotion, CUF’s regular 


increased 111% 


7,741 on July 4th to 


88. 00 per page pe r M 
7.33 “és ‘ 
6.67 a ee 


If we can afford large scale direct 


i 
during 


by the A, 
& J. Sloane, ¢ 


Feigenspan 


cent Astor, 


advertisers now include Bergdorf-Goodman, W. 
sunther Furs, Jane Engel, National 
Distillers, Julius Wile, National Premium Beer, 
Breweries, 
Beer, Myers’s Rum, Camel Cigarettes, 
Form, Pease & Elliman, Douglas Gibbons, Vin- 
Brown-Wheelock, Waldorf-Astoria, 


Rheingold 
Maiden 


Liebmann's 


St. Regis, Savoy-Plaza, Biltmore, Mayfair House, 


House). 


rates, which are 


These advertise 


Previews (The National Real Estate Clearing 


rs know that CUE gives them 


a singularly intimate approach to discriminating 


people in the finest residential sections of the New 


York area. 


If you are interested in selling goods 


or services to the people who go places and do 


things, you owe 


about CUE. 


owes nothing to of its first A. 


it to yourself to hear more 


Would you care to look through 
CUE’s subscription galleys and to receive a copy 


B.C. 


report? 


or similar stimu- 
costs plenty to produce, it CIRCULATION LOG 

July 4, 1936, A.B.C. 7,741 
December 26, 1936, A.B.C. 16,356 
April 3, 1937 (est.)....... ..22,175 

will have 40,000 by Sub- Single 
zi scriptions Copy Sales TOTAL 
Manhattan 8,100 6,900 15,000 
Westchester-Conn. 1,525 550 2,075 
North Jersey 1,950 900 2,850 
*Brooklvn S00 1,450 2,250 
12,375 9800 22,175 

*Started November 7, 1936 

CIRCULATION PROGRAM 
July 1, 1937... ... . 28,000 
December 31, 1937. .40,000 


(— Ul a “Guide, Counsellor and Friend” to Free- 


Spending People of the World’s Richest Market 


6 EAST 39th ST., N. Y. C. 


THE WEEKLY MAGAZINE OF METROPOLITAN ENTERTAINMENT 
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ADVERTISING AGE 


March 29, 1937 


LINEAGE 12.9% 
AHEAD OF 1936 
IN 77 MARKETS 


ooo 


Chicago, March 26.—Retail busi- 
ness activity continues to exhibit a 
decided upward trend, despite unset- 


tled labor conditions prevailing in 
many sections, according to the 
ADVERTISING AGE Index of Retail 


Activity, which shows a gain for the 
week ended March 20, of 12.9 per cent 
over the corresponding week of 1936. 

Retail newspaper display advertis- 


ing carried in all newspapers in 77 
important cities is the basis of this 
Index. For the week ended March 


20, newspapers in these cities carried 


a total of 23,419,173 lines against 
20,751,967 lines in the comparable 


week of last year, a gain of 2,667,206 
lines for the week. 


| 

Some Revision Necessary 
Temporary suspension of some 
papers because of flood conditions 


prevailing at this time last year in 
the Pittsburgh has made this 
week’s gain appear slightly better 
than it otherwise would be. However, 
pre-Easter buying this year is reflect- 
ing a highly improved retail trade 
condition. 

Since the beginning 


area 


of the year, 


ns which are a regular fea- 
»f FOOD INDUSTRIES — a 
-Hill publ 4 aa ae a 


newspapers 


re 


in the measured cities 


have carried a total of 217,131,524 
lines of retail display advertising 
against 200,111,011 lines in the cor- 


responding period of last year, a gain 
of 17,020,513 lines or 8.5 per cent. 
This is the largest per cent of gain 


shown by the cumulative totals this | 


year. 

The following table shows gains or 
losses over 1936, for each week of 
1937: 

January are ; oe 5.8 
January 9... ver + 8.5 
January 16 ; + 4.0 
January 23 ; oa + 4.2 
January 30. 5.8 
February 6 8.5 
February 13 . + 6.9 
February 20 -~16.6 
February 27 .... - 8.3 
peerenm © .s66ss Tr +11.5 
OS SG: ere +12.0 
PEATOR BO cee svasacescecvesues + 12.9 

Detailed figures for each of the 77 

markets covered by the Index are 


given in the tabulation on this page. 


Anieccon tale 
Windsor Group 


Kenneth Anderson, Walsh Adver- 
tising Company has been elected 
president of the newly organized 
Windsor, Ont., Advertising Club. 
A. M. Miller, advertising director, 
Chrysler Corporation of Canada, 
Ltd., was named vice-president. 


a yearn 


The Raymond Levy Organization, 
New York, agency, has been ap- 
pointed to handle the advertising of 


the five offices of Prince & Ripley, 
Inc., real estate operators in New 
York, Westchester and Connecticut. 


McC veils Penmated 


Rose-Martin, Inc., New York adver- 
tising agents, announce the appoint- 


ment of Carl J. McCracken, execu- 
tive of the agency for the past 16 
years, to the post of vice-president 


and general manager. 


Atlanta Clamps Down 

Seven new rules governing adver- 
tising have been issued by the At- 
lanta Retail Merchants’ Association. 
They hit all fraudulent’ claims. 
pseudo “Bankrupt” sales, worthless 
coupons and misquoted prices on in- 
stalment selling. 


leading theatres and 
rooms 
shower, and radio. 


twin-bedded $4.50. 


LESS EXPENSE 
MORE PLEASURE 


ON YOUR 


NEW YORK TRIP! 


Stay at the Montclair 
It's Modern and Moderate 


ONLY 30 SECONDS AWAY 
FROM THE CONVENTION 


The Hotel Montclair is located in the Grand 
Central District, adjacent to Radio City, the 


feature outside exposure, 


Single $3, double $4, 


HOTEL 
MONTCLAIR 


LEXINGTON AVENUE at 49th STREET, NEW YORK CITY 


All 800 
bath, 


better shops. 


Index of Retail Activity in 77 Important 


Markets 


Based on total retail advertising volume in all newspapers in each city. 


(Copyright, 1937, by Advertising Publications, 
% Gain % Gain 
12-Week 12-Week 12-Week or Loss or Loss 
Period Period Period 1937 1937 Week Week % Gair 
Ended Ended Ended over over Ended Ended or 
City Mar. 23, 1935 Mar. 21,1936 Mar. 20, 1937 1935 1936 Mar. 21,1936 Mar. 20,1937 Los 
AMPOR, Os ic ccens 3,226,887 3,013,563 3,556,192 +10.2 +18.0 240,975 378,091 +56.9 
Altoona, Pa 1,363,292 1,354,178 1,503,383 +10.3 +11.1 22,017 140,714 +15 
Atlanta, Ga. . 2,882,670 3,134,586 3,273,442 +13.6 + 4.4 322,700 316,512 —1.9 
Baltimore, Md 4,318,302 4,372,124 4,870,475 +-12.8 +11.4 479,118 571,403 +19 
Birmingham, Ala 2,122,288 2,229,962 2,760,170 + 30.1 + 23.8 234,598 303,044 + 2! 
Boston, Mass. ........ 4,477,179 4,035,199 1,483,630 +01 +11.1 422,902 499,125 +18. 
Bridgeport, Conn. ..... 1,706,720 1,637,076 1,744,520 + 2.2 + 6.6 190,456 212,016 +11 
en Be Bye ase 6o.Kccw eo 3,235,498 2,984,668 3,617,394 +11.8 +21.2 287,868 424,298 + 47.4 
eS SS ee See ree 807,232 807,600 884,606 + 9.6 + 9.5 80,255 81,946 + 2.1 
Cedar Rapids, la. 940,646 970,984 1,077,804 +14.6 11.0 119,420 131,376 + 1( 
Chattanooga, Tenn. 1,557,287 1,432,222 1,347,220 —13.5 —§5.9 134,658 138,010 + 2.5 
a Ee ee 5,865,573 6,133,373 7,155,096 + 21.9 + 16.7 663,821 776,983 +17.0 
SOROINMOEE, OF ied esavirs 3,628,824 3,420,642 3,695,460 +1.8 + 8.0 383,592 440,770 +14.9 
CHOVereee, GC oo decke ces 3,797,741 4,011,759 4,509,497 + 18.7 +12.4 395,901 479,773 + 21.2 
Cope GS pscceksads — eadesaae  —— baeweanee © oO eeeeens ata ar 257,785 330,588 +28.2 
Dallas, Tex. .......... ~~ 4,080,542 4,552,540 4,637,507 +13.6 +1.9 441,715 488,086 +10.5 
Pree Sh seen nkeeeer 3,144,584 2,801,162 3,242,400 + 3.1 +-15.8 291,928 371,168 -2 
3 a 8) re 2,132,855 2,130,268 2,193,190 + 2.8 + 2.9 208,960 203,495 
Des Moines, Ia. ........ » 1,365,667 1,339,224 1,392,862 + 2.0 +-4.0 145,752 133,020 —8,7 
BPOtrOr’, BEIGN. .cccvcwes 4,440,588 4,355,780 4,685,729 + 5.5 7.6 445,158 382,790 —14.0 
= Sree “1,454,236 1,423,576 1,768,794 + 21.6 24.3 144,690 159,474 +10.2 
Evansville, Ind. ....... 2,500,498 2,732,408 2,443,182 —2.3 —10.6 292,334 305,858 + 4.6 
Fall River, Mass. ...... 698,055 692,650 767,737 +9.9 10.8 62,373 73,687 +18.1 
a a” eee 1,821,568 1,895,782 1,811,880 —0.5 —4.4 179,634 198,394 +10.4 
Fort Wayne, Ind. ...... 2,197,671 2,331,209 2,459,905 +11.9 5.5 270,480 285,334 +5.5 
oF aS eae 1,069,044 1,124,752 1,510,074 +41.3 + 34.3 115,778 135,182 +16.8 
Grand Rapids, Mich. 1,821,244 1,833,328 2,289,210 + 25.7 24.9 201,474 243,096 + 20.7 
Greenvilse, B. Ci ove ces 1,255,408 1,172,970 1,419,885 + 13.1 +- 21.1 134,274 157,044 +16.9 
oT ae 2,813,846 2,879,870 3,368,148 +19.7 16.9 325,094 367,206 +-12.9 
Indianapolis, Ind. ..... 3,409,411 3,491,763 3,785,229 11.0 8.4 352,785 270,438 -23.4 
Jersey City, N. J. ..... 462,658 502,360 486,703 +5.2 3.1 52,482 54,359 + 3.6 
Kansas City, Kans. $45,417 $44,934 567,952 +27.5 + 27.6 37,919 48,629 + 28.2 
Knoxville, Tenn. ...... 1,718,553 1,940,568 2 085,020 31.3 7.4 185,542 221,634 +19.5 
Little Rock, Ark. ..... 1,983,436 1,970,024 2,023,966 + 2.0 + 2.7 182,196 214,232 +17.6 
ee eee: CORSE, k6s-6 oc eee aes 5,273,008 5.612.156 ; +- 6.4 483,033 583,620 + 20.8 
Lynn, Mass. ..... “seecee 2,173,794 2,082,976 2,043,580 6.0 “1.9 210,322 221,088 +65.1 
Manchester, N. H. ..... 748,290 693,382 697,080 -6.9 +-0.5 70,260 66,624 —5.2 
Memphis, Tenn. ...... 2,368,814 2,308,758 2,398,552 +1.3 + 3.9 207,648 244,174 +17.6 
Milwaukee, Wis. ..... 2,559,386 2,679,061 3,847,219 +50.3 + 43.6 325,106 475,416 + 46.2 
Minneapolis, Minn. 3,068,155 3,223,590 3,361,071 +9.5 + 4.3 357,345 334,926 —6.3 
Moline-Rock Island 1,617,574 1,790,110 1,946,084 + 20.3 +-§8.7 172,032 214,662 -+ 24.8 
Nashville, Tenn. ...... 1,590,302 1,527,694 1,567,228 —1.5 +- 2.6 166,306 160,062 —3.8 
New Bedford, Mass. 634,228 710,178 739,382 16.6 +- 4.1 74,872 72,674 —2.9 
New Haven, Conn. a we. sl Se & 2,004,268 2,037,336 oa +1.6 173,152 204,400 +18.0 
New Orleans, La. ..... 3,877,872 4,221,015 4,406,237 + 13.6 -4.4 363,017 387,161 + 6,7 
Mew Tork, NM. TZ. .s-..0% 12,628,865 13,621,182 14,767,207 + 16.9 +8.4 1,458,483 1,595,982 +9.4 
PePOORIPN, Nu Xs. 6:0:4,0:9:0% 1,550,360 1,443,937 1,557,210 0.4 7.8 164,059 166,533 +1.5 
PIOETOIN. We. 6% oa0-08.00% 1,936,368 1,962,335 2,016,490 ~4.1 + 2.8 189,630 204,680 +-7.9 
OMBMIBNG, CAINE. 35620605 1,561,325 1,617,385 1,593,794 12.1 a 185,611 187,505 +-1.0 
Oklahoma City, Okla... 2,243,185 2,377,23 2,503,116 +11.6 + 5.3 247,786 263,466 +6.3 
Peoria, Ill. ..........++ 2,817,535 2,245,054 2,462,040 + 6.2 +9.7 230,230 292,740 27.2 
Philadelphia, Pa. ..... 6,116,356 6,201,581 6,793,508 +11.1 +9.5 624,233 692,399 +10.9 
PmOCnin, AP. oc iceces 1,621,868 1,690,094 1,645,196 +1.4 —2.7 151,410 164,472 +8.¢ 
PICtwouren, FR. 26s sas 5,133,298 4,761,010 5,600,196 + 9.1 17.6 276,570 590,226 4+-113.4 
Portiand, Oreg. ...... 2,247,448 2,439,668 2,607,364 16.0 +- 6.9 241,766 257,852 + 6.7 
Providence, R. I. ...... 2,835,528 2,881,286 2,875,624 + 1.4 0.2 314,750 302,642 —3.9 
CE ee | re 2,111,102 1,892,386 2,23 + 5.7 17.9 212,002 236,208 +11.4 
Richmond, Va. ..... .. 2,543,562 2,609,012 +7.3 4.6 257,572 300,342 +16. 
Rochester, N. Y. «...... 3,624,124 3,679,022 4,042,531 +11.5 + 9.9 367,246 371,590 +-1.2 
Sacramento, Calif. 1,644,021 1,857,739 1,848,476 +12.4 —0.5 172,008 201,754 +17.3 
San Antonio, Tex. .... 1,168,160 1,411,165 1,502,347 + 28.6 -6.5 136,192 163,310 +199 
Ban Diego, Calif. ...... 2,680,442 3,075,968 5,313,320 +- 23.6 Pe | 278,012 307,646 +10. 
San Francisco, Calif 3,144,402 3,319,689 3,542,974 +12.7 6.7 313,629 366,666 +16.! 
Seattle, Wash. ........ 2,128,360 2,148,772 2,300,068 +-8.1 7.0 186,004 243,082 + 30.7 
South Bend, Ind. 1,718,945 1,716,294 2,102,743 22.3 22.5 179,799 218,360 + 21.4 
Spokane, Wash. .. 1,410,388 1,584,749 1,660,344  +17.7 + 4.8 141,831 192,038 +35.4 
St. Louis, Mo. ..... 3,881,760 3,790,805 4,255,515 + 9.6 +12.3 451,035 443,160 — 1,8 
St. Paul, Minn. 2,655,813 2,783,270 2,702,077 + 1.7 —2.9 302,276 278,275 —7.$ 
ogg ta” I a 2,236,917 2, 298,008 2,442,460 +- 9.2 + 6.3 268,226 240,443 —10.4 
Tacoma, Wash. ...ss«. 1,116,436 1,243,092 1,448,160 9.0 15.9 100,842 130,774 +- 29 
Temon, PIB. oi sess 1,458,716 1.252.742 mee?) Om i -10.6 114,660 156,338 +36 
| a a ee ccciiviess  i\e@meemiaek =  “Snichwteus = ed es 278,058 332,288 + 19.5 
Toronto, Ont., Can. 4,923,878 4,665,750 1,611,504 6.4 1.3 $62,861 451,725 —2,4 
Tulsa, Okla. 1,954,008 2,063,740 2,074,610 + 6.2 0.5 217,574 226,876 + 4.3 
Washington, D. Cc 6,813,587 7,563,364 8,088,188 18.7 6.9 825,322 837,532 + 1.5 
Worcester, Mass. 2,374,552 2,349,048 2,405,226 -1.3 2.4 268,275 283,985 +-5.9 
Youngstown, O. 1,685,773 1,898,487 1,957,451 16.1 3.1 124,288 215,702 + 73.6 
ci!) ree ...- 188,850,867 200,111,011 17,131,524 4+-10.9 +8.5 20,751,967 23,419,173 +12 
. . e 
Ohio Farm Co-operative | Corbett, Hougen Two Join NBC 
. . | °*,@ 
Pays $94,492 Dividend Agency Additions| Jesse Butcher and Philip I. Merry: 
The Ohio Farm Bureau Coopera- J. J. Corbett, who has had four |™@" have Joined the stations rela 
tive Association handled $6,781,143] years’ experience with Dodge Broth- tions department, National Broad: 


worth of commodities in 1936, an in- 
crease of 45 per cent over its volume 
in 1935. 

Total retail volume of the county 


farm bureau co-operatives for the 
year was estimated at $12,000,000 
Numerous county co-operatives 
handle additional items for their 
members which are not yet dis- 
trbiuted by the state wholesale. A 
total of $94,492 was distributed by 
the wholesale group in patronage 


savings to members. 


Inland Press Group 


to Meet in Chicago 


The regular spring convention of 
the Inland Daily Press Association 
will be held at the Hotel Sherman 
in Chicago on May 18-19. 

President R. R. O’Brien, Council 
Bluffs, Ia., Nonpareil announced that 
“Classified, the Hidden Gold Mine,” 
will be the theme of the meeting. 


Knight Advanced 
John L. Knight has been appointed 
advertising manager of the Courier, 


Rochester, N. H., succeeding Whit- 
man Stickney, who has taken the 
same post with the Post, Salem, 


§ | Mass. 


ers, has joined MacManus, John & 
Adams, Detroit, to work on Pontiac. 
H. Everett Hougen, who has been 
advertising manager of Tivoli Brew 
ing Company, also has joined Mac- 
Manus, John & Adams. 

Other additions to the agency are 
Karl Pittelkow, copy and contact; 
xerry Schurman, formerly of Auto- 
motive Daily News, publicity, An- 
drew Polscher and Edward Collins, 
production. 


Change ABP Dates 


The annual Association of Busi- 
ness Publishers’ spring conference at 
Hotel Homestead, Hot Springs, Va., 
has been changed from April 30-May 
2 to May 20-22. 


“American Stone” Sold 


American Stone Trade has been 
purchased by Art in Bronze and 
Stone. All subscription contracts of 


the former will be carried out in full 
by the purchaser. 


Plan Art Paper 
Art Instruction will be published 
April 15 and monthly thereafter by 
Ralph Reinhold, New York, publisher 
of Pencil Points. 


casting Co., 


New Yo 


rk. 


* LITHOGRAPHED » 
LETTERHEADS 


at New Low Prices 


Alert buyers in eyery section of the U. S. know 
from experience that “it pays to order from 
Universal.’ There is not only the direct saving 
in price made possible by our large-scale buy- 
ing ami modern high-speed presses, but the 
added satisfaction of knowing that QUALITY is 
an inherent part of every letterhead that leaves 
our plant. 


Send for our FREE Portfolio of modern Litho 
graphed letterheads and price list. It will 8 
forward to you promptly and without obligation. 
See for yourself why you SAVE MONEY wher 
you deal with Universal. 


Attention—Advertisers 
and Advertising Agencies 


in our modern plant we have facilities for 


producing quickly, efficiently, and at LOW 
COST lithographed booklets, broadsides, 
circulars—-in fact practically every type 
of mailing matter you may use, or wish & 
use. We cooperate with agencies by 8U> 
plying sketches without cost or obligation. 
Write—or telephone—and we'll gladly ¢% 
plain this service in detail. 


Universal Litho & Stationery Company 


4317 Diversey Ave., Chicago, Ill. 
Telephone: Spaulding 7000 
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ADVERTISING IS 
NNECESSARY IN 
SOVIET RUSSIA 


0’Malley Tells of Giani Pro- 
paganda Machine 


Boston, March 25.—‘“The only ‘ad- 


vertising,’ that exists in Russia to- 
day is that done by the Soviet gov- 
ernment to spread its propaganda,” 
Louis J. O’Malley, president of the 
New England Financial Service, 
said today on his return from a trip 
to Russia with his father, Charles 
J. O'Malley, head of O’Malley Asso- 
ciation. 

“With everything government- 
owned and controlled there are no 
problems of competition and mer- 
chandising, which fundamentally are 
the basis for the need to advertise,” 
he said. 

Mr. O’Malley pointed out that the 
government has an elaborate pub- 
licity system which included the 
use of loud speaker systems every- 
where. Factories, street corners, 
auditoriums are equipped with pub- 
lic address systems in order to tell 
the populace of governmental plans, 
policies and ideas. 

Discussing newspapers, Mr. O’Mal- 
ley stated that the Jzvestia, the offi- 
cial organ of the government, has 
the largest circulation of any publi- 
cation in the world. This newspa- 
per is printed simultaneously in 
three or four different parts of the 
country, and has a circulation of 
about 15,000,000 daily. 

There is a rumor, somewhat fan- 
tastic, that the Russian government 
may introduce a new method of 
printing, transportation and circula- 
tion of newspapers by the building 
of a huge airplane complete with 
printing presses which will print 
the paper as it flies over different 
parts of the country, and dropping 
copies at various places, Mr. O’Mal- 
ley said. 

“Because there is no choice in 
food,” he declared, “there is no 
problem in merchandising. The 
people eat what is given them. We, 
for example, were’ given cards 
which entitled us to black bread, ca- 


viar and cucumbers. This was our 
diet three times a day for three 
weeks.” 

Standardization of merchandise 


has been developed to the highest 
degree All men’s clothing is of ex- 
ictly the same quality, with only 
the size and cut of clothes different. 


J. R. O’Donnell Changes 


J. R. O'Donnell, formerly with the 
Robert S. Farley Organization, and 
With Paul Block and _ Associates, 
New York, has joined the New York 
fice of the Sawyer-Ferguson-Walker 
Co., publishers’ representatives, to 
take charge of financial, travel and 
esort advertising. 


A FINE HOTEL 


in the 
GRAND CENTRAL ZONE 


OpPosite the Waldorf-Astoria 
+ 


Single, $4 Double, $6 
Featuring two-room suites from $8 
daily. Serving Pantries, Electric Re- 
frigeration. 
* 
Special monthly and yearly rates 


Excellent Restaurant 
and 
Duplex Cocktail Lounge 
Air-Conditioned 
Music during Cocktail and 
Dinner Hour 


Peverly 


125 EAST 50th ST. 
WM. A. BUESCHER, Manager 
l NEW YORK 


KSTP Adds One 


Station KSTP, St. Paul-Minneap- 
olis, has added to its sales depart- 
ment C. H. Wagner, formerly with 
Pure Oil Co., Chicago; Morgan Sex- 
ton, formerly with WOC, Davenport, 
Ia., and G. B. Schurmeier. 


Miss Schellhase Changes 


Betsy Anne Schellhase, formerly 
with H. B. Humphrey Co., Boston, 
has joined the copy staff of the 


Blaine-Thompson Co., New York. 


Fairman Joins Agency 


Hutchinson K. Fairman, formerly 
with the Associated Press, Philadel- 
phia, has joined the news depart- 
ment of Albert Frank-Guenther Law, 
Inc., New York. 


Seagram Tests 


Latitude Under 
Fair Trade Act 


Washington, D. C., March 25.— 
Complaint of the Federal Trade 
Commission against Seagram-Dis- 


tillers Corporation for alleged price 
fixing activities will determine the 
latitude allowed manufacturers un- 
der fair trade acts, Seagram’s reply 
to the F. T. C., filed today, indicates. 

While making a general denial of 
charges of the Commission, Sea- 
gram’s admits that it has availed 
itself of the Feld-Crawford Fair 
Trade Act, enacted by the New 


THE 1937 


\ STANDARD ADVERTISING 
REGISTER WILL BE 
AVAILABLE EARLY IN APRIL 


Accuracy is one of the qualities of the Standard 
Advertising Register that has enabled it to es- 
tablish and maintain its position of leadership. 

To insure accurate data in the annual issue 
of the Register a vast amount of research work 
is done. Questionnaires are sent to every con- 
cern listed in the Register along with listing 
from the preceding issue with a request for 
revision. This procedure results in securing re- 
visions from over 75°, of the concerns listed. 
Those from whom no revisions are secured are 
contacted either by telephone or by personal 
calls. This work is done thru our own offices 
and staff or by the staffs of research organiza- 


THE 


RED BOOK 


York legislature in 1935 to enter 
into contracts with various distribu- 
tors. Most, if not all of the unfair 
competition alleged by the F. T. C., 
is the result of operations under 
such acts, Seagram’s avers. 


Quotes Supreme Court 


Taking advantage of some of the 
principles stressed by the Supreme 
guished from those of competitors 
by its own trade-mark and distinc- 
Court of the United States in up- 
holding the Illinois fair trade act re- 
cently, Seagram’s recited in its re- 
sponse that its products are distin- 
tive wrapping, labels and bottles, as 
well as by the quality of the mer- 
chandise; that only lawful methods 
have been employed to protect this 


mark; and that over a period of sev- 


i 


eral years free competition has been 
manifested by substantial variation 
in liquor prices. 

Any steps taken to maintain 
prices, the reply continues, were to 
protect their property. When the 
company sells its products, it re- 
tains a continuing interest in the 
trade-mark, brands and good will, it 
asserted. 


Joins Transamerican 


Norman R. Prouty has joined 
Transamerican Broadcasting and 
Television Corp. as account executive 
in the New York office. For two years 
he was engaged in broadcasting sales 
work with Joseph H. McGillvra and 
more recently was in charge of radio 
sales for the E. Katz Special Adver- 


tising Agency. 


EGISTER 
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tions used for that purpose. Thus we get a pos- 
itive check on 95%, of all advertisers listed in 


the Register. 


To be certain that all advertisers are in- 
cluded in the Register we have arrangements 
with Publishers Information Bureau, Inc., The 
Advertising Checking Bureau, Inc., and Media 
Records Inc. The combined resources of these 
organizations keep us posted on the adver- 
tisers in Magazines, Newspapers, Farm Publi- 


cations, and Radio. 


The Standard Advertising Register is of real 
service to anyone soliciting National Adver- 
tisers and Advertising Agencies. 


Your inquiry will bring further details 


National Register Publishing Co. 


330 West 42nd Street . 
New York, N. Y. 


333 N. Michigan Ave. 
Chicago, Ill. 


“THE ADVERTISING WHO'S WHO” 
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Macfadden Women’s Group 
leads all Groups in pages of 
advertising ... (first quarter 1937)... 


billed from 33% to 57% more 
advertising dollar volume 


than competing Groups . 


HIS leadership is doubly significant for the Mac- 


fadden Women’s Group indulges in no form of rate- 


cutting, sponsors no discriminatory editorial tie-ups 
for special advertisers, tolerates no scheme selling. 


Doubly significant! for the Macfadden Women’s M - 
Group adheres to its usual high censorship standards. Bie 


*16% of the advertising in a recent issue of a competi- 
tive Group is unacceptable to the Macfadden Women’s 
Group, either by nature of product or copy claims. 


CIRCULATION y, 90% © 
LEADERSHIP NEWSSTAND 
Leads all Grou 


Over 2.000.000 newsstand cir- 


culation, in total newsstand culation... the largest news- 
sale, and in newsstand gains. stand delivery of any maga- 
Source: Publisher’s State- zine medium... exactly 90% 
ments 2nd Half 1936. of total net paid. : 


The Original True Romances Group... today’s #1 Mass Magazine Cireulation Buy 


True Romances . True Experiences - Love & Romance - Movie Mirror . Radio Mirror 
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HOMERIC SCENE SPURS SALES OF ABBOTT SEDATIVE 


x .! ¢ P + re “_ 


PHOTOGRAPHIC 
REVIEW OF 
THE WEEK 


NEW MACY LABEL 


CHOOSE THIS? 


PRICE-FIXED BY THE 
MANUFACTURER OR 
WHOLESALER UNDER THE 


FELD-CRAWFORD 
NEW YORK LAW 


Cows in advertising of Wisconsin were Repercussion from validation of the Feld- 


OR THIS? 


i lled old-fashioned last week Crawford “price-fixing” law is repre- 
a leis hole. (Story. on sented in this new label of R. H. Macy for Nembutal, a sedative with the title taken directly from the Odyssey: "A drug to lull all pain and anger.” 
Page 8.) & Co., New York. 


HILL BLACKETT GIVES MAIDEN TALK TO ADVERTISING CLUB CLASS 


“Copy” centuries old was used by Abbott Laboratories, Chicago, as the basis of this Helen of Troy direct mail illustration 


Sarra 


Studios, creator of the illustration, conducted broad research into Grecian lore to stage authentically this scene. 


SBS 53 EGE Sk ee ee mes 


Assemblyman Robert Tehan suggested 
use of beauties such as this Wisconsin 


University co-ed in state promotion. Advertising Club. Mr. Tatham is chairman of the course. (Story on Page 14.) 


HEAR OF NEED TO "HOLD" PRICES AT McGRAW-HILL BUSINESS SESSION 


a < 
- (fu 


Leading advertising and sales managers of companies selling to industry gathered at the Chicago Athletic Club March 22 and heard James H. McGraw, Jr., Me- 
Graw-Hill Publishing Co., board chairman, outline the need to resist the trend toward rising prices. (Story on Page 2.) 


Hill Blackett, Blackett-Sample-Hummert, Inc., Chicago, “poses” at the left of Arthur E. Tatham, Bauer & Black advertising manager (center, front) as the class on 
"This Business of Advertising” prepared to hear Mr. Blackett's first public address last Monday—the seventh lecture ip the series sponsored by the Chicago Federated 


SUN SELLING 


FOR 
MARCH SALES 


) 


L 


New business paper copy of Consoli- 
dated Edison Company of New York 
paves the way for Summer sales with this 
effective illustration to support sun 
lamps, heat lamps, heating pads and 
space heaters. The copy is designed 
both to promote the seasonal applica- 
tions of the various appliances and to 
direct dealers’ attention to sales possi- 
bilities through concentration on the 
individual items listed. 
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An experimenters Wile; cestar; Mass. Ve ad 
indicateda caugcent ational eons for ‘Nye 
LIFE of over 5P0G,000,< oN \ j 


In the facet ghawetitch at x ash . 
we recently reporte Ne 
promise to produce 1,06 IN sa 
week now and rise graduall ON a6 | 
by the end of the year. 

Why? 

There are two reasons why we sa} 
that a total of 5 or 6,000,000 copies a 
week is the kind of demand we can not 
follow this year. 

In the first place, we can not afford it. 
It will be at least a year before income 


BY ee 


ertising is proportionate to Cir- 
feanwhile the cost of pro- 


d place, it is now, and will 
me, physically impossible 
arky such number of copies. 
avy\\paper order (for LIFE’s 
ent out tomorrow, it 
sar to build new plants 
‘phess manufacturers would 
. Nh det o supply the required 

MWOGtder for new types of 


Ry Sipkind of printing). 


Meanwhile LIFE is already a record-breaking-magazine and 
advertising medium. No new magazine ever approached its 
soar to a million in three months. No new magazimé ever ap- 
proached its advertising record, by linage or dollar volume, 
because advertisers realize that LIFE is eagerly and thoroughly 
read by all members of the families in over a million well-to- 
do homes. 

The extraordinary, proved selling power of this all-picture 
advertising medium is largely explainable by the fact that peo- 
ple /ike pictures—more definitely explained by the fact that... 


PEOPLE LIKE LIFE 
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